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There's a DELFAIR nna for every job— 
STANDARD STRIP ... in regular grades and 
sizes—DELFAIR PREFINISHED . . . for last- 
ing floors with built-in beauty—PLANK AND 


PARQUETRY .. . for unusual charm and 
distinction. 


Yes, when it comes to hardwood flooring, 
you can always depend on DELFAIR. 


D. L. FAIR LUMBER COMPANY 


Louisville, Mississippi 


Please send me your new color folder, “When It 
Comes to Hardwood Flooring”. 
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Factory home of DELFAIR Hardwood Flooring 
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1—Organization of an integrated and articulate construction industry which will 
provide more and better building products to consumers at lower real costs with 
fair wages and profits to all who serve in the industry. 

2—Coordination of all production, marketing, research and professional activities 
concerned with the development, sale, and delivery to the consumer of building 
products—including the functions of the manufacturer, wholesaler, retailer, architect, 
realtor, contractor, mechanic, financier, association official and public servant. 

3—Identification of the building products merchant as a central headquarters for 
the industry's consumer selling activities in the local community. 

4—Perpetuation of the American ideal of a free people as the basis of a more 
abundant and meaningful life for all. 

5—Informative, educational and merchandising-minded journalism and service 
toward these ends. The Editors 
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Where Wood Needs Protection 
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Here's the right answer to wood decay and 
termite problems—WOLMANIZED Pressure- 
Treated Lumber. It means better buildings for 
your customers, and additional, profitable bus- 
iness for you. 

Penetrating preservative solutions are forced, 
by vacuum-pressure treatment, deeply into the 
wood fibres of WOLMANIZED Lumber, to pro- 
vide lasting protection under common conditions 
such as these: 


1. Where excessive ground moisture, rain or thaws 
cause early decay failures. 


2. Where wood near the ground is open to termite 
attacks. 


3. Where wood is in contact with damp concrete or 
masonry. 


4. Where steam and water vapor from industrial 
processes promote wood decay. 


5. Where walls, floors, ceilings are subject to con- ; 
densation from refrigeration. 


6. Where wood is exposed to moisture in artificially 
humidified buildings. 


Boston 9, Mass., 141 Milk Street 
Washington 5, D. C., 831 Southern Bldg. 


from DECAY and TERMITES 
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... PAYS YOU AND 
PAYS YOUR CUSTOMERS 


























Cooling Towers 





Roof Decks Other Moisture ‘‘Traps” 


Investigations by qualified technologists prove 
that on installations where water, moisture, quick 
condensation and termites ordinarily shorten 
lumber life, WOLMANIZED Pressure-Treated 
Lumber lasts THREE TO FIVE TIMES LONGER 
than untreated wood. 

And, only WOLMANIZED Lumber is clean, 
odorless, paintable, non-corrosive to metal, non- 
leaching and glueable. 


Merchandising Plan Eases Selling Job 


The WOLMANIZED Merchandising and Selling 
Plan is simple, yet complete and effective. All 
the help you need is provided—including com- 
plete product information, recommendations for 
use, sales aids, advertising and promotional 
material. Investigate today. 


INFORMATIVE BOOKLET 
TELLS COMPLETE STORY 


Selling protection against wood decay 
and termites is big and profitable bus- 
iness. Let us show you how you can 
make it pay the WOLMANIZED way. 
Send for this informative booklet now. 


AMERICAN LUMBER & TREATING COMPANY 


General Offices: 332 South Michigan Avenue, Chicago 4, Illinois 


New York 17, New York, 420 Lexington Ave. Fhiladelphia 9, Pa., 123 South Broad St. 
Baltimore 25, Md., P. O. Box 2765 
Los Angeles 15, Calif., 112 West 9th Street San Francisco 5, Calif., 604 Mission Street Portland 5, Oregon, 1220 S.W. Morrison St. 


Jacksonville, Fla., 719 Graham Bldg. 
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DOLLAR VOLUME OF 
CONSTRUCTION DOWN 


Six percent less than for 
first six months of 1948 

Dollar volume of construction 
contracts awarded east of the 
Rockies totaled $4,467,676,000 dur- 
ing the first six months this year, 
according to F. W. Dodge Corp. 
This represents a drop of six per- 
cent over the corresponding period 
a year ago. 

The total, however, was the sec- 
ond largest first-half volume on 
record—being exceeded only by the 
first six months of 1948. Residen- 
tial awards declined 11 percent to 
$1,624,799,000 while non-residential 
contracts dropped six percent to 
$1,744,180,000. Public works and 
utilities gained one percent over 
the same period in 1948, or to 
$1,098,697,000. 

Though residential building de- 
clined, the report shows a three 
percent increase in single family 
houses built on owners’ orders for 
their own occupancy—a record vol- 
ume of $448,204,000. However, the 
volume of single family houses 
built for sale or rent was 20 percent 
less than the total for the first six 
months of 1948. 














NEW YORK-CHICAGO HIGHER 

Building construction started in 
New York City during January- 
June of this year was valued at 
$263,328,000, or 90 percent higher 
than that begun in the same period 
a year ago. All building in the Chi- 
cago region in the first half of 
1949 increased over $9,000,000,000 
over the first half of 1948, accord- 
ing to the Bell Savings & Loan Asso- 
ciation. However, this is $29,600,- 
000 less than the last half of 1948. 

Home building in Chicago in the 
first six months is off about 400 
homes but in the suburbs there has 
been a slight gain. Unincorporated 
areas also show a slight gain in 
homes. Apartment construction in 
Chicago shows a tremendous gain 
in comparison with both halves of 
1948. The total number of units for 
January-June, 1949, is 2,648 and 
includes 800 units of public hous- 
ing. In the corresponding six 
months of 1948 only 411 apartment 
construction permits were issued. 


The value of urban building au- 
thorizations throughout the United 
States for the first five months of 
1949 showed an overall decline of 
five percent from the corresponding 
period a year earlier. 

















RESEARCH GRANT 


Small Homes Council to check 
planning, building techniques 
Homeowners may soon have more 
variety in house design and more 
economy in construction. 
Anyway, the Small Homes Coun- 
cil of the University of Illinois has 
undertaken a 12-months’ investi- 
gation into planning and building 
techniques. It’s carried on under 
a research grant by the recently- 
organized Lumber Dealers Re- 
search Council, composed of 177 
dealers in 28 states. 


The project will be concerned 
with the study and development of 
a series of standard room units, 
arranged readily and economically, 
in a number of complete house 
plans. Cost-saving construction 
techniques that have recently been 
developed and tested under the 
industry-engineered house pro- ~ 
gram will be utilized. When the 
study is completed a series of basic 
house plans will be distributed by 
lumber dealers, particularly those 
building five to 30 houses per year. 

To achieve variety and economy, 
the principal tools will be engi- 
neered construction methods, such 
as pre-cutting lumber and roof 





CONSTRUCTION contracts let 
in the 37 states east of the Rocky 
Mountains during April totaled 
$843 million, according to the 
F. W. Dodge Corporation, and of 
this amount $304 million is repre- 
sented by residential contracts. The 
$304 million represents a 20.7 per- 
cent increase over March but is 
13.6 percent less than April, 1948. 

For the first four months of this 
year new homes contracts total 
$908 million, a decline of 17.4 per- 
cent over the same period a year 
ago. 

Prvliminary figures show a sharp 
Spur! in new homebuilding activity 
In May. Construction got under- 
way on 95,000 new permanent non- 
farn dwelling units, a 10 percent 
gain over April. 
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Monthly Contracts for New Homes 
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trusses, and modular design—with 
all fractional dimensions of the 
house design and building material 
eliminated. 

The planning study will go one 
step farther and develop parts of 
the house into unit plans for both 
16-foot and 24-foot roof spans. 
Plans will also be produced with 
and without basements. The inves- 
tigation is backed by research data 
accumulated from the actual con- 
struction of over 40 houses on 
which the Small Homes Council 
has conducted time studies. 





Sales Increase 

While the general level of 
retail sales declined two per- 
cent in June, lumber and 
building materials sales in- 
creased four percent over 
May. However, sales were 2.1 
percent those of June a year 
ago. 











PLYWOOD STABLILIZED 


Mill price declines arrested; 
expected to advance this fall 

Mill price declines for plywood 
have not only been arrested in re- 
cent weeks but leading manufac- 
turers expect quotations to climb 
upward this fall even in the face 
of declining retail prices. Price- 
stabilizing moves have replaced 
price-cutting in the competitive 
war that threatened bankruptcy to 
many firms. 

Manufacturers advance several 
reasons for probable price ad- 
vances: shortage of peeler logs 
(which are going to sawmills), de- 
clining production because of vaca- 
tions and a continued slowdown in 
output, and an expected increased 
demand on the part of small users. 
Many claim that laborers, instead of 
working harder, are taking it easy 
and “spreading the work.” 


LESS PRODUCTION 

Charles Devlin, secretay-mana- 
ger of the Douglas Fir Plywood 
Association, expects production this 
year to reach only about 1,750 mil- 
lion square feet (%g inch thick- 
ness) as against last year’s 1,970 
million feet. The potential is about 
2,400 million from the nation’s 54 
plants, as compared with some half- 
dozen plants in 1925 with a capac- 
ity of 153 million feet. 

The association recently launched 
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‘Thal what compressed Kimsul” 


saves you on space and handling cot 
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4—- COMPRESSED —| \« 


HERE’S WE 


Saves storage space 


1000 sq. ft. of any uncom- 
pressed insulation takes up 
five to seven times as much 
space as 1000 sq. ft. of com- 
pressed KIMSUL. Cuts ware- 
house requirements 80%! 


Saves handling labor 


The compressed KIMSUL roll 
is compact and light, easy to 
handle. One man can easily 
carry from 100 to 200 sq. ft. 
at a time. It’s non-irritating 
too—takes less time to install. 


And ‘ook at these other KIMSUL features! 


“K” Factor 0.27 

Insect, Vermin, Mold-Resistant 
Caulkable 

Insulated Fastening Edge 


Many-Layer Stitched Design 
Flexibie 


Over-‘raming Compressibility 
Fire-Resistant 


KIMBe°LY-CLARK CORPORATION + KIMSUL DIVISION ¢ NEENAH, WIS. 


BuiLoinc Propucts MERCHANDISER 


EXPANDED 








Saves delivery costs 


The amount of compressed 
KIMSUL you can carry on top 
of a load of other materials 
would be a full truckload of 
any uncompressed insulation. 
One whole trip eliminated. 





*T.M. REG. U.S. 8 CAN. PAT. OFF. 








Permits over-the-counter 


SaleS. Neatly packaged Kim- 
SUL is ideally suited for the 
“handy-man” home owner. 
Enough KIMSUL to insulate a 
whole attic can be carried in 
the back of a car! 





ACME STEEL CO. 
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CHICAGO 


ACME STEEL COMPANY, Dept. AL-89, 2838 Archer Avenue, Chicago 8, Illinois 


0 Send free booklet, ““LUMBER ‘Bound to get there’ FROM MILL TO JOB.” 
0 Have representative call. 


Name 


Company — : 


Address 


City 


Lumber bundled with 
Acme Steelstrap is 
handled easily, 
quickly, inexpensively. 


Bundling lumber with 


ACME STEELSTRAP 


cuts handling costs! 


Speeds yard operations—reduces pilferage 


Lumber retailers report important savings in time 
and money when shipments are bundled and braced 
with flat steel strapping: 


@ Steiner Lumber Company, Fresno, California: costs of 
handling all types of surfaced lumber cut 50%! 


@ West Fresno Lumber Company, Fresno, California: 
labor costs for unloading flat cars reduced as much 
as 70%! 


@ Customers of M. E. Robinson Co., Goldsboro, N. C.: 
boxcars of barrel staves unloaded in % former time! 


That’s not all! When lumber is bundled with Acme 
Steelstrap, tallying is quick, easy. Damage and pil- 
ferage are practically eliminated. Danger of injury 
to yard personnel is greatly reduced. 


The coupon below will bring you full details in a 


hurry. And there’s no obligation. Fill it out and 
mail it— today! 


STRAPPING DIVISION 


ACME STEEL COMPANY 


ATLANTA CHICAGO 8 LOS ANGELES 11 


NEW YORK 17 
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a million dollar campaign to sel] 
more plywood as “the wood of 
more than 1,000 uses.” Where for. 
mer promotional efforts were aimed 
at retail lumber dealers, this cam- 
paign will woo farmers and indus- 
trial concerns in using plywood in 
home construction and grain stor- 
ages. 


NEW APPOINTMENT 
Prof. Scheick is appointed 
to Research Advisory Board 

Prof. William H. Scheick, coor- 
dinator of the Small Homes Council 
at the University of Illinois, has 
been granted a year’s leave begin- 
ning Sept. 1 to serve as the first 
executive director of the newly- 
organized building research Ad- 
visory Board in Washington, D. C. 
The board was organized by the 
National Research Council and op- 
erates under its jurisdiction. 

As director of the Advisory 
Board, he will have the responsi- 
bility of formulating its objectives 
and laying the groundwork for a 
long-range program. An important 
amount of building research is 
concerned with housing, and in this 
respect Professor Scheick’s new 
duties will be closely allied to his 
work in the Small Homes Council, 
of which he has been coordinator 
since its establishment in 1944. 

Need for the Advisory Board 
arises from the complicated nature 
of the nation’s building industry 
and in the many diversified re- 
search programs intended to im- 
prove building materials and meth- 
ods. The board will coordinate these 
research activities and will stimvu- 
late new research on problems of 
building which need scientific in- 
vestigation. 

Although organized only since 
January (1949) the board already 
has completed one project—a sur- 
vey of the progress of modular 
coordination which was made for 
the Housing and Home Finance 
Agency of the Federal government. 

During Professor Scheick’s ab- 
sence, Prof. James T. Lendrun, 
associate coordinator of the Small 
Homes Council, will be acting 
coordinator. 


400 NEW BRICKLAYERS 

Over 400 new journeyman brick- 
layers all over the United States 
graduated from apprentice ranks 
this spring, according to the Struc- 
tural Clay Products Institute. 
They’re the first graduates of 4 
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All A. K. Wilson Lumber Co. Redwood 
siding is end capped to prevent splitting 
and chipping of ends 


> for. Fie 


The Plant Behind the Product 


52 Acres of Plant Facilities and Lumber Storage 
since 36 Million Feet of Redwood Lumber Annually from Our Own Forests & 
ready Sawmills * Siding 
} sur 10 Million Feet in Sheds and on Sticks Bevel, Bungalow, Anzac 
dular Precision Manufacturing Equipment * Finish 
e for Mechanical Handling and Piling * Mouldings 
nance 1,000,000 Feet Dry Kiln Capacity Monthly * Pickets 
ment. 300 Feet of Loading Platform Under Cover 


s ab- Standard California Redwood Association Grades * Paneling 
Jrum, * Cut Stock 
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eer | For prices and literature 
' | write Chicago Office 


A. K. WILSON LUMBER CO. 


Sales Office: 165 W. Wacker Drive, Chicago 1, Ill. 
General Office: P.O. Box 150, Compton, California 
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| heres HOW 


Wilds Mnonits 


CONSISTENT QUALITY 
baked in, long lasting beauty 
. tougher, more durable 
finishes ...non-chipping ... 
permanent high gloss 


COMPLETE LINE 

choice of 5 different patterns 
and 9 color combinations. 
MERCHANDISE HELPS 


free trade samples...complete 
ad matservice...dealer display 
ololo ldo k ME Tuilolam oLole cole llale 


NATIONAL ADVERTISING 
seen by millions in such mag- 
azines as Better Homes & 
Gardens, House & Garden 


Anmrerican Home. 
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letterhead and mail today! 














Prestile Mfg. Co. * 2860 Lincoln Ave. © Chicago 13 
Please send me free samples and Dealer's 


Merchandising Kit —"How to Make More 
Profits from Tileboard.” 


pekeesenaesem ‘chain: 
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will probably be added in the next 


few months to replace the grad- LUSTRON WILL LEARN 


contest is increased by the passage 
of the Public Housing Bil!. The 
‘ program accomplishes a_ two-fold 
purpose by publicizing on a national 
nationwide training program scale the public relations work done 
started at war’s end. by dealers in small communities 

There are now 12,464 boys train- 2nd at the local level the contest js 
ing to be masons, a decline of 250 newsworthy through awards to 
from the peak figure of 12,714 in dealers because of their outstand. 
April of this year. New trainees ing public relations programs. 


uates and to expand the program FATE IN 60-90 DAYS 


to more communities. Time and money running out 
on low-cost houses project 


Officials of the Lustron Corpora. 


LAST CALL: NRLDA 


Entries in Public Relations tion, Columbus, Ohio, 


, have ad- 
contest must be in Sept. 15 = mitted that the next 60-90 days 
National Retail Lumber Dealers will tell the tale of success or fail- 











Association has sent out the “last ure for the 34 million dollar Re- LI’ 
call” in its Public Relations Con- construction Finance Corporation's su. 
test and warns that all entries gamble on factory-built houses. | 
must be in the association offices by Functioning since March, 1948, an 
Sept. 15. Any part of dealers’ pub- the company has turned out less yei 
lic relations program developed be- than 1,500 houses which were to 
tween Sept. 10 of last year and this cost about $7,000 but come closer sa 
year can be submitted for an award. to $11,000. About 27 houses are be 
Effective in its inaugural last manufactured each day, but the fo! 
year, the importance of this year’s company is losing money on every be 
an 
UNION WAGE SCALES layers, carpenters and _ painters yo 
AVERAGE HIGHER have increased 14 cents per hour ter 


Average advance is 1|2c in 
seven trades in 25 cities 


since July, 1948; for electricians 
and plumbers 13 cents; for plaster- 
ers 11 cents; and for building la- 


Union wage scales for workers borers six cents. 


in seven selected building trades Even though hourly wage rates 


in 25 major cities in the North under building union 


Central region have advanced an have gone up, the cost of labor in 
average of 12 cents since July 1, putting up a house has gone down! 
1948, according to the regional This seeming impossibility repre- 
office of the Bureau of Labor Sta- sents a nationwide trend of greater 
tistics. Between July 1, 1947 and output per man, considerably less 
July 1, 1948 the average increase premium pay, big savings in over- 
was 17 cents. time, and fewer construction work- 

On July 1 of this year hourly ers being employed. Builders esti- 
union wage scales for bricklayers, mate that the efficiency of workers 
carpenters, electricians, painters, is up anywhere from 10 to 25 per- 


plasterers, plumbers and building cent. 
laborers averaged $2.19 in the 25 Estimated 


plumbers $2.41, carpenters $2.27, 25 cities are shown below. In com- 
painters $2.21, and building labor- puting the average rates, increases 
ers $1.54. in each trade are applied to all 
Union scales in effect for brick- union workers in the ‘trade. 
Trade Amount of Increase Rate Levels 
July 1,1948 to July 1,1949 July 1, 1949 
(Cents per 
(Percent) hour) Low Average High 
CO I ee eee 5.8 14 $2.05 $2.55 ~$2.875 
CO eee 6.6 14 1.80 2.27 2.525 
SS eT 5.7 13 2.10 2.41 2.625 
RES aang gtr 6.8 14 1.70 2.21 2.375 
Eo wtidied S-alicergdiviig aoc 4.6 11 2.25 2.50 2.750 
ara cng We acid 5.7 13 2.00 2.41 2.575 
Building laborers........... 4.1 6 1.25 1.54 1.85 


increases 


¢, 
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in union 
cities. Bricklayers averaged $2.55, rates from July 1, 1948, and rate 
plasterers $2.50, electricians and levels on July 1 this year in the 


contracts 
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. sold twice as much ZONO- 
LITE Insulation as all other in- 
sulations combined.” ‘‘We’re 
anticipating a big ZONOLITE 
year.” “We have handled your 
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materials for 12 years. There has 
been a steady increase in demand 
for them.” “We have been grati- 
fied to see repeat orders come in 
and note the continued use of 
your products by the better plas- 
terers.” 

















So Many Uses... So Easy To Handle 
- - - SO Easy To Sell 


@ From all over the country, 
enthusiastic dealers write 
to tell us about their suc- 
cess with Zonolite products. 
Zonolite insulation, plaster 


aggregate, concrete aggregate 


LILLING Propucts MERCHANDISER 


—whatever the products 
might be, they’re all easy 
to handle, easy to sell. Get 
acquainted with the Zonolite 
customer-making line. Send 


in. this coupon today. 


Zonolite Company 
Dept. ALM-89, 135 S. LaSalle St. 
Chicago 3, Ill. 


Please send details on Zonolite in its various forms and 
dealer proposition. 


*Zonolite is the registered trademark of 
Zonolite Company. 


ee 
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Tonwilal 


the COMPLETE | stevie 
line of PLASTERING ACCESSORIES 


CORNERITE 


For example, CORNERITE, a narrow strip of 2.5# painted 
MESHTEX, 8 feet long, bent at right angles, (2” x 2” or 3” x 3”) 
— used for reinforcing inside corners of walls and partitions in 
wood, tile or plaster-block construction. Also, STRIPITE, — 
2.5% painted MESHTEX, 3 inches wide by 8 feet long, — used 
extensively in reinforcing joints in plasterboard construction. 

These are but two of dozens of needed fast-selling numbers. 
Send for complete catalog and information on Penmetal Dealer- 


ships. 


80th PENMETAL 
YEAR 


Boston 
Seattle 


New York 
Los Anyeles 


Factory 


District Sales Offices 


San 


Por 


Philadelphia 
Francisco 


kersburg 


Chicago 


De 
Dallas 
Ww 


PENN Meta Company, INc. 


General saies Offices: 205 East 42nd Street, New York 17, N. Y. 


troit Ind. cnopolis 
Porkersturg, W. Vo 













































































as modern as tomorrow 


@ Exclusive 


LOOK AT 
THESE CALDER 
FEATURES 


Wedge- 
Tight feature wedges 
door tight with no 
jamming 


Available 6 panel, 
one section open for 
glazing 


Exceptionally sturdy, 
well made steel hard- 
ware 


Made of well sea- 
soned, clear fir 1%” 
thick 


Ball bearing rollers 
and sheaves 


Bind-proof 
mechanism 


locking 


Interlocking, weather- 
Proof joints 


Rapid, fool-proof in- 
stallation 


Available in a wide 
range of sizes 


This is the Door to Bigger Profits 


Outstanding features of Calder 
Overhead Garage Doors make sales 
easy because their superiority is 
quickly recognized. Generous 
dealer discounts make them an ex- 


ceptional opportunity for progres- 
sive distributors and contractors. 
We invite you to open the Calder 
Door to Profitable enterprise. Write 
for full information today. 





THE CALDER MANUFACTURING CO., Lancaster 4, Penna. 
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one and at the rate of $500,000 per 
month. 

Many problems have beset the 
organization: tooling up, labor 
training, packing and transporting 
the houses on specially-built trucks, 
the distribution bottleneck, varying 
regional FHA standards, code re- 
strictions against pre-fabs in many 
areas, and different costs for foun- 
dations and plumbing. 

Lustron officials, realizing that 
time and money are running out 
on them, hope for more RFC funds 
for success that seems just around 
the corner. In the face of growing 
criticism, congressionally and 
otherwise, RFC must decide if it’s 
a case of sending good money after 
bad—and how much. 


NO SHAKE, NO STIR? 


Paint manufacturers try to 
keep pigments in solution 


Homogenization, a highly suc- 
cessful process in the field of fluid 
milk and other liquids, may spread 
to the paint field so that it will be 
unnecessary to shake or stir a new 
can of paint. 

Scientists at one of the major 
paint companies are hard at work 
to try to keep the paint pigments 
in solution, just as dairy scientists 
have found a way to disperse but- 
terfat globules uniformly through- 
out milk. However, where milk and 
cream have a reasonable affinity 
for each other, the pigments and 
the vehicles which the scientists 
hope to place in lasting suspension 
do not. 

Ready mixed paint was first of- 
fered to the public in 1873 and the 
problem of “settling” has bothered 
manufacturers ever since. High 
frequency sound waves may not 
only mean a better product through 
better dispersion of oil and pig- 
ments, but might lower production 
costs. 


MORE PORTLAND CEMENT 

The portland cement industry 
produced 18,279,000 barrels of fin- 
ished cement in June of this year, 
an increase of three percent over 
a year earlier, according to the 
Bureau of Mines. 

Mill shipments totaled 20,667,000 
barrels, or a decrease of four per- 
cent as compared with June, 1948. 
Stocks on hand as of June 30 


‘totaled 19,782,000 barrels—59 per- 


cent above the same figure a year 
earlier. 

Production for the period Janu- 
ary-June in 1949 was five percent 
greater than for the same period 
in 1948. 
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BE PRACTICAL-- 
STANDARDIZE 
ON TIME-TESTED 
KINZUA PINE 


Sure! You need good lumber to maintain sales 
volume today. And it's only sound judgment to 
meet buyers’ demands for top value with "Quality- 
Guaranteed" Kinzua Pine. 


Here's lumber that always rates high with builders, 
contractors, carpenters, home and farm owners. 


It's such nice, soft-textured stock. It's well-manu- 
factured, perfectly kiln dried and its grades are 
so depaniltile, 


For over 22 years every foot of Kinzua Pine has 
been sold "Quality Guaranteed". Invariably the 
dealer who standardizes on Kinzua Pine builds up 
a buyer-preference for lumber from his yard. 


Be practical in today's market. Standardize on 
"Quality-Guaranteed" Kinzua Pine. 


Famous "Architect Designed" 
Ponderosa Pine window and door 
frames, mouldings, finish, bevel or 
drop siding, ceiling, casing, base, 
paneling, D & M, shiplap, etc. 


Kinzua Pine is 100% kiln dried. It's 100% stored 
and loaded under cover. Kinzua is a tree-farm, 
sustained-yield operation. 


NZUA PINE MILLS COMPANY 
KINZUA. OREGON 


EH NATIONAL DOOR MFRS. ASSN. MEMBER WESTERN PINE ASSOCIATION 


Buituine Propucts MERCHANDISER 





SOUTHERN 
A ae 


we MIXED CARS 


'\F~ A SPECIALTY 


ANGELINA COUNTY LUMBER CO. 


General Sales Office — KELTYS, TEXAS 


62 years of service to Lumber Dealers 




















HI- HEMLOCK 
MEANS HIGHEST QUALITY 


Hi-Hemlock precision manufactured lumber comes from choice upland trees 
growing at altitude above 2,000’ on the slopes of the Cascade Mountains. Every 
stick of this strong, straight ‘grained, tough fibered, lumber is carefully kiln dried 
and graded by skilled inspectors. Available in dimension, flooring, ceiling, 
siding, finish, shop, ladder stock and other standard items. 


Willamette Hi-Hemlock—Your best lumber buy! 


WILLAMETTE VALLEY LUMBER CO. 


DALLAS, OREGON 
3 Modern Mills 700,000 Feet Daily 














NEWS ««d TRENDS 


LUMBER SALESMEN 


Commission men hold annual 
meeting, retain old officers 


THE National Association of 
Commission Lumber Salesmen held 
their Annual Convention in the 
Brown Hotel, in Louisville, Ken- 
tucky, on Friday and _ Saturday, 
June 17 and 18, 1949. Because 
Frank J. More, who has been Sec- 
retary-Manager for the past five 
years, submitted his resignation 
some weeks ago, to become effective 
July ist, it was thought best to 
hold over the present line of offi- 
cers, so that a new president as 
well as a new secretary need not 
serve at the same time. After dis- 
cussion, the matter was put to a 
vote and the old officers retained, 


1950 CONVENTIONS 

Dates for the 1950 conventions 
under the jurisdiction of the North- 
western Lumbermen’s Association 
have been announced by Secretary 
W. H. Badeaux. 

Northwestern’s convention is 
scheduled for the Minneapolis audi- 
torium January 17, 18, and 19. 
The Iowa association will meet in 
the Des Moines coliseum March 15, 
16, and 17. The North Dakota 
group is to meet at Fargo on Feb- 
ruary 28 and March 1 while the 
South Dakota association will meet 
at Sioux Falls March 23 and 24. 


APPRENTICES 


Construction labor pool swelled 
by many new apprentice trainees 


THAT 238,357 apprentices are 
now registered with the Labor De- 
partment’s Bureau of Apprentice- 
ship or with State apprenticeship 
agencies, and 6,630 joint manage- 
ment-labor apprenticeship commit- 
tees are established was revealed 
in an address recently by Ansel R. 
Cleary, Assistant Director, Bureau 
of Apprenticeship, at an apprentice 
graduation ceremony in Niagara 
Falls. 

The ceremony which was held in 
the Trott Vocational High School 
in Niagara Falls, was sponsored by 
six joint management-labor appren- 
ticeship committees in charge of 
city-wide programs in which ap- 
prentices are being trained for 
craftsmanship in the construction 
trades. As many as 29 apprentices 
in these trades were awarded at the 
ceremony certificates of completion 
of apprenticeship. 


Cc. 
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AT LOW COST 
WITH GOLD BOND 
GYPSUM GRAINBOARD 


ERE’S good news for your custom- 

ers who want to remodel with ex- 
pensive wood paneling but can’t afford 
the high cost. Now you can give them 
the beauty of rich wood at wallboard 
prices with Gold Bond Gypsum Grain 
Board. And you can’t tell it from real 
wood without close, careful inspection. 
Saws like lumber, can be nailed with- 
out splitting. Will not expand, contract, 
warp or peel. Installations made years 
ago show not the slightest tendency 
toward fading. Ideal for homes, game 
rooms, summer homes, restaurants, 
offices, stores and window backgrounds. 





BIG, STURDY PANELS of Gold Bond Grainboard are easy to nail to 
the wood framing or right over the old material. Made with a ; ; 
protective lacquer finish, they can easily be cleaned with a damp Three charming finishes . . . bleached 
cloth. No further decorative treatment is necessary. walnut, dark walnut or knotty pine! 


Bleached Walnut Knotty Pine Dark Walnut 


a 














You'll build or 


ith 
remodel better w NATIONAL GYPSUM COMPANY, BUFFALO 2, N. Y. 


Over 150 Gold Bond Products, including gypsum lath, plaster, lime, wallboards, gypsum 
\) on sheathing, rock wool insulation, metal lath products and partition systems, wall paint and 


acoustical materials. 








Bui_pinc Propucts MERCHANDISER 23 





GET YOUR COPY OF THIS 


New Lie LA deal 
ZEGERS 





COMBINATION 
METAL WEATHERSTRIP 
SASH BALANCE 


(complete weather protection 


plus free, easy 
window operation ) 


“ 


“COMBINATION” 
FOR FASTER, 
EASIER 
INSTALLATION! 








Here’s the new cat- 
alog that gives com- 
plete information on 
DURA-SEAL COMBINATION 
METAL WEATHERSTRIP AND 
SASH BALANCE plus the Zegers complete line of metal 
weatherstrips. All millwork manufacturers, sash and door 
jobbers, and prefabricators of homes are invited to re- 
quest their free copy. Send the coupon below and find 
out how you can increase your 
profits on every window you sell! 







ZEGERS INCORPORATED 
8088 South Chicago Avenue 
Chicago 17, Illinois 


Send new Catalog 49 
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A "Jiner" Who Didn't Join 


IN A COMPANY of retail lumbermen not long ago, all 
but one of whom were members of a retail lumber dealers’ 
association, the non-member was strongly urged to join. 

All sorts of arguments were presented to him, of most 
of which he recognized the validity. They dilated on the 
improved condition of things since retail organizations 
have been established and the less encroachment on the 
part of the wholesalers on the preserves of the retailer, 
This, as one of the oldest retailers in the section, he ad- 
mitted. They descanted on the advantage of fraternal 
intercourse, and this he admitted. They told about the 
advantage of mutual insurance which could only be had 
through membership in the association, and he thought 
that this was a good thing. For a long time they tried to 
find out why he did not join. 

It was suggested that he might have some conscientious 
scruples against such organizations, but that proved a 
mistake, and as he was a “jiner,” a member of sundry 
lodges and orders, he could have no objection to organiza- 
tions as such. 

Finally, when hard pressed for an excuse, he blurted out 
the real reason: “I’ve been waiting twenty years to collect 
a claim I put into the National Retail Lumbermen’s Asso- 
ciation, and when I get it, I will join, and not before.” 

As the National association has been defunct these many 
years, he is likely to wait forever, but it indicates that to 
some people the collection of a claim for $7.23, or the 
carrying of a particular point of personal interest, is of 
more importance to them than the larger benefits to be 
secured in which all can share. 

—Met Saley, AMERICAN LUMBERMAN, May 19, 1900. 


For Sake of Appearances 


A FEW DAYS AGO I visited a town in which there 
are two yards. I went out to one of them, chatted awhile, 
and then went across town to the other one. In front of 
the latter was a pond of water which started at the office 
and stretched along in front of the yard. When a team 
drove in or out of the yard it was splash, splash, splash! 
When I visited the first yard and saw it graded up around 
the premises, and everything high and dry above the 
water, which on every hand was accumulating from the 
melting snow, I didn’t give it particular thought until I 
saw the neighbor’s premises. We know little except by 
comparison. 

This last yard man was of course, consoling himself 
with the thought that the water in front of his place 
would not be there long. In a few days at the longest, 
none of it would be seen. He said: “It is awfully muddy 
around here just now!” But there it is in the spring, fall, 
and following the heavy rains in the summer. 

The man whose yard is located on Lake Mud is not the 
leader of trade in his line in that town, and do you know 
why he should be? We will imagine he is as much off in 
a few other things as he is in this—don’t you see how 
trade would be diverted from him? Why, bless you, we 
are right here touching on a law that is as inevitable as 
was that of the Medes and Persians. Socially this yard 
man is a good fellow. He couldn’t have treated the 
assessor better than he did me, and I hope he will not 
know who I am singling out in this little article. To 
throw him off the track I will say that during this wet 
spring weather I have seen several mud puddles in front 
of lumber offices. Wherever they may be, however, the 
yard man would better haul in a few loads of gravel. 
—Met Saley, AMERICAN LUMBERMAN, April 14, 1900. 
50 YEARS AGO 
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DOG DAYS: Some of the worst heat in this town, 
they say, since George Washington slept here. And 
so Congress is having moods and is taking pot 
shots at about everything; foreign aid, farm sur- 
pluses, grants to education, stream pollution funds, 
even its own status as a legislative outfit. Some 
members claim Congress was legally obliged to 
adjourn July Ist and that anything done since isn’t 
kosher. Wanna go home! 


SPARKMAN HOUSING BILL: This pending bill, 
S. 2246, which is supposed to grant socialized credit 
to moderate income people, would put the govern- 
ment into the business of making direct housing 
loans. The entire bill is opposed by the American 
Bankers Association, mortgage bankers, and build- 
ing and loan organizations. Except for labor groups, 
there seems to be generaly opposition on the Hill to 
direct lending by the government. 


THE NRLDA takes a position favoring parts of 
the Sparkman bill; the extension of Title I of the 
NHA, the junior Title II type of financing, and the 
temporary continuation and broadening of authority 
to extend secondary market facilities to guaranteed 
loans. It raises no objection to co-operative hous- 
ing projects but says these things should have no 
special financing. It does oppose direct govern- 
ment lending either to co-operatives or to veterans. 


SENATOR SPARKMAN, of Alabama, thinks that 
if this bill is enacted it will, with the Housing Act, 
mean about 1,500,000 housing units a year over the 
next several years. The Senator, speaking for the 
Administration, says, “This completes our housing 
program.’ The bill has bi-partisan support and 
combines factors taken from bills introduced earlier 
by both Democrats and Republicans. 


CONSTRUCTION SPENDING holds at levels of a 
year ago, with the number of residential starts in- 
creasing. It seems to be a continuance of a rather 
new building cycle. The housing curve used to 
start up in the spring and swing down in the fall 
when units were completed. But the cycle got 
lengthened, with the high level sometimes carrying 
through the winter. The downward turn in 1948, 
following a high winter level, started in June. 


THE RESIDENTIAL UPSWING in ‘49 started late; 
maybe part of an 18-month rather than an annual 
cycle This year’s June graph crossed the 1948 line, 
goinc up; while the June record of last year had 
turnec|) downward. Federal Reserve studies indicate 
a stecdy to strong demand for housing throughout 
this year; though a good many potential buyers are 
being deliberate in their plans. They're rather 
couning on lower prices. 


BUILDING Propucts MERCHANDISER 


WASHINGTON 





BUILDING COST LEVELS are variously estimated. 
Building materials are easing off a little in price; 


‘and this could mean, say, ten percent, or probably 


a little less, in costs. But pay increases are being 
given to some trades; and this could help balance 
off the decline in materials prices. Housing prices 
are not likely to be higher, this year or next, and 
they may be a little lower. Variants will be local. 


BUILDING LABOR COSTS, however, according to 
the Wall Street Journal, are down even though the 
hourly rates are higher. This is due in part to in- 
creased efficiency and higher output per man. It's 
also due to declines in premium pay above the 
basic rate. More mechanics are available, and 
fewer contractors now make the high bonus pay- 
ments. But it’s the increased production output 
per man that counts. 


LUMBER PRICES are still declining and probably 
haven't quite reached the bottom. Cement output 
has overtaken the long-continued shortage, but 
prices seem not to have changed. There appears to 
be plenty of glass and nails and paint and: prices 
of these items have eased a little. Stocks of interior 
type softwood plywood are well above the figures 
for corresponding periods of ‘48. Exterior type 
stocks are about even with last year. 


RETAIL LUMBER STOCKS, according to the Lum- 
ber Industry Report by K. S. Boardman, Department 
of Commerce, increased by less than five percent 
during the earlier part of the year when inventories 
are normally upped. Retailers still rely upon a fast 
turnover. The Bureau of Labor Statistics’ wholesale 
price indexes show a decline of about 10 percent in 
the nine months following the August, 1948 high 
point. 


THE ECONOMIC PICTURE is still spotted with 
light and shade; although the AP business special- 
ists report that signs of a turn for the better are more 
pronounced and discouraging factors seem less 
potent. A good many prominent business men are 
saying firmly that ‘business has to do a selling 
job; something that will surprise no retailer who 
has followed Art Hood's editorials. A lot of buyers 
are simply waiting to be sold. 


THE ADMINISTRATION is said to be watching 
the charts; will give the economy some six months 
to prove what it can do on its own. But the gov- 
ernment can't let deflation go far; not and manage 
a $252,000,000,000 debt. As a gun behind the door, 
the President is looking over the ‘Economic Expan- 
sion Act of 1949,’’ introduced by Senator Murray 
and 17 of his colleagues. The White House, as of 
now, hasn't indorsed this pending bill. 
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Better for the Dealer 


Because Better for the Customer 





Packaged MILLWORK 


Sturdy Window and Door Blinds 


In Millwork, GREGG’s first concern has always 
been with design and workmanship. In these, 
GREGG acknowledges no superior. 


PracticalCor- ~ 


ner Cabinets But making a good product is not enough. 


GREGG feels that delivery of the product to 
the job, undamaged and ready to install with 
the least effort and expense is equally important. 


GREGG Packaged Millwork does just that. Easy 
to handle and store, easy and economical to 
ship or truck, it reaches the job with its beauty 
unimpaired — its quality outstanding. The cus- 
tomer likes it that way, and comes back for more. 


You can depend on GREGG for entrances, door 
and window blinds, shutters, corner cabinets, 
mantels, kitchen units, base and wall cabinets, 
drawer cases, cupboard doors, louvres — made 
right, packaged right, and always priced right. 


The GREGG catalog, available to recognized 
dealers, brings the whole GREGG Line to your 
desk. Send for your copy NOW! 


Authentic Colonial 
Entrances 


So Emma eee eee ee eee ee 2 
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MILLWORK OF QUALITY SINCE 1719 
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YOU CAN'T HAVE BREAD WITHOUT YEAST! 


The average American family patronizes a 
department store every two weeks. 


The same American family visits a lumber 
and building products store every two years. 


The average department store spends 214 per- 
cent of its retail sales for advertising. 


The average lumber dealer spends about 4 
of 1 percent of sales for advertising. 


It would seem that increased investments in 
advertising by retailers multiply sales volume 
in geometrical progression. 


The fact is that not enough people are com- 
ing to lumber stores and the people who are 
coming aren’t coming often enough. 


People have the money and credit to buy 
more building products. They certainly have 
the needs. But needs aren’t enough. They 
must be made to want building products. 


People buy what they want, not what they 
need. 


Besides, few people know the many wonder- 
ful things they can buy in a lumber store. 


Ideas bring people to retail stores. Advertis- 
ing is the communication of ideas that lead to 
sales. There is no other entryway to a satis- 
factory volume of sales and profits in a buyer’s 
market. 


Judiciously allocated, advertising money is an 
investment, not an expense. Advertising invest- 
ments should be put in a suspense account until 
they have proved to be an expense. 


Let’s prove this with a case history. Dealer 
\ did $200,000 in his previous fiscal year at an 
overhead cost of $22,000, or 11 percent of sales 
including 14 of 1 percent for advertising. 


The next year he appropriated an extra 2 
percent for advertising and sales development, 
harging the extra sum to a suspense account. 


The advertising brought in $50,000 in extra 


Needs Are the Flour, Advertising the Yeast and Salesmanship the Baking 
—of the Bread of Adequate Sales Volume 





sales volume without any increase in overhead 
costs. 


So the overhead of $22,000 was only 9 per- 
cent of $250,000 volume, and the investment in 
advertising paid for itself in full! 


Adequate advertising will bring you: 
More consumer families visiting your store 
more often. 
Increased non-competitive sales. 
A larger share of local consumers’ dollars. 
Lower resistance to fair prices. 
Lower cost of doing business. 
Increased sales and profit volume. 


To get the most from increased advertising 
investments you should: 

Use the most effective media available. 

Get professional advertising help. 

Use tested manufacturers aids. 

Advertise prices—use—“as low as $—per 
month.” 

Advertise the things people need and 
should want currently. 

Couple your displays with your advertising. 

Conduct sales meetings on advertised items, 

Cash in on producers’ national advertising. 

Talk consumers’ language—how the prod- 
uct benefits the customer! 

Feature your well-known brands. 

Mention easy payment terms. 

Use pictures and illustrations. 

Ask for the action you want! 


Remember the cost of advertising is not the 
important thing—the vital consideration is: 
Will it produce the sales opportunities needed 
to justify the investment? 


EDITOR. 






How Successful Dealers Run 
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IN TEXAS, the 
Mathias Lumber & 
Supply Co. in Ma- 
thias features a 
“live” kitchen set- 
up in its appliance 
department. A man- 
ufacturer’s repre- 
sentative recently 
demonstrated laun- 
dry equipment be- 
rore 100 women. 


MAJOR APPLIANCES at the Bogalusa Lumber Co. include 
deep freezes, meat display boxes and similar units for com- 
mercial jobs. 


STORE AND HOME demonstrations of appliances are made by 
this personable young woman for the Geo. C. Wright Lumber 
Co., Altus, Okla. The store also handles a diversified line of 
light appliances. “Light appliances,” says Manager Walter Hin- 
ton, “are a good door opener.” 
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Personal interviews show there is more than 
one right answer to the many problems in 
this growing and highly controversial end of 
the business 


THIS beautiful setup in the Long-Bell 
store in Enid, Okla. is a combination 
kitchen and laundry setup. Cooking 
schools are held here. 


POINT 
SALE 


O APPLIANCES BELONG in a building ma- 
terials store? If so, how can they be merchan- 
dised effectively? 


These questions involving appliances have been the 
subject of more discussion than any single product 
carried by the dealer in recent years. The answers 
aren’t all in yet, but dealers have had enough exper! 
ence to learn that appliances are not an easy road 
to profits. 


Nevertheless, one thing is clear: more dealers are 
handling appliances than ever before. The recent 
nation-wide survey of Dealers’ Operating Practices 
conducted by AMERICAN LUMBERMAN revealed that 24 
percent of the dealers are handling table appliances 
selling for under $100, while 18 percent of the dealers 
are handling major appliances—refrigerators, stoves, 
washing machines, etc. 

In gathering material for this article, AMERICAN 
LUMBERMAN talked with five successful dealers 10 
various sections of the country. All of these dealers 
are selling appliances successfully. Nevertheless, the 
consensus of their opinion can be expressed in one 
sentence: stay away from appliances unless you call 
do the job better than someone else is doing it. There 
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are a lot of problems involving appliances that you 
won’t find in your ordinary building materials’ lines; 
if you aren’t prepared to solve them, stear clear of 
appliances. 

,I feel that the appliance department in a building 
materials store definitely has its place,” says Master 
Merchant Harvy L. Richards, president of Richards 
and Krueger Co., New Braunfels, Tex. “Certainly with 


a lot of if’s and and’s, the first one being: is there . 


sufficient volume to justify a competent serviceman? 
If not, I certainly would stay out of appliances. Our 
service department has been very efficient. We find 
that one man with the proper know-how is worth 10 
indifferent ones.” After this cautious note, Mr. Rich- 
ards adds: 

“We are satisfied with the growth of our appliance 
department. Our sales are 25 percent ahead of a 
year ago. However, competition is getting stronger 
almost daily. We are meeting this challenge with 
more trained personnel.” 


WHAT SHOULD SALESMEN SELL? 


The question of trained personnel raises another 
pertinent question: should appliance salesmen also sell 
general building materials? Dealers have sharp dif- 
ferences of opinion on this question. 

“Our appliance salemen do not sell building ma- 
terials,” says the president of one important Massa- 
chusetts retail lumber firm. “We feel that it is a 
mistake to combine the two, but the building materials 
salesman must cooperate with the electrical appliance 
salesman and vice-versa. We feel that in order for an 
appliance salesman to do a good job he must spend 
his entire time learning all about the appliances he is 
selling and in studying new methods. We do not 
believe he can be completely familiar with both 
products.” 

Two other dealers who have done well with appli- 
ances take the opposite view. Appliance salesmen for 
the Geo. C. Wright Lumber Co., Altus, Okla., are also 
trained to sell building materials. 

“Our salesmen are essentially outside salesmen,” 
explains Walter H. Hinton, president of the Okla- 


einen 


MAJOR APPLIANCES, according to AL&BPM’s survey, are 
handled by 18 percent of the nation’s dealers. Firms repre- 
sente! here are Richards & Krueger Co., New Braunfels, Tex. 
above); John Bader Lumber Co., Chicago (right above) ; 
Tucuincari Lumber Co., Tucumcari, N. M. (two photos at right). 
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Their Appliance Departments 


homa concern, “but we try to have at least one sales- 
man on the store floor at all times. They are rotated 
and each man has his days ‘in’ each week.” 

Bud Everitt, manager, The Long-Bell Lumber Co., 
Enid, Okla., keeps appliance salesmen selling appli- 
ances exclusively. However, they do sell from the 
store’s plumbing and heating stock. 

Master Merchant Beth Campbell, vice-president of 
the Bogalusa Lumber Co., Bogalusa, La., says all 
of the firm’s inside salesmen are trained to sell build- 
ing materials as well as appliances. The store has one 
outside appliance salesman. He uses a company truck 
and is urged to take merchandise to prospective cus- 































































































































tomers, especially those on REA lines in the rural 
districts, where he makes home demonstrations. 

At Richards and Krueger Co., the appliance depart- 
ment works very closely with the building materials 
department. The appliance salesmen turn over pros- 
pects to the building materials department. Every 
effort is made to sell R & K salespeople on the idea 
that each department is dependent upon all the others 
for their existence. 


AS A PART OF THE NEW HOME JOB 

Heavy appliances can be sold as a necessity rather 
than a luxury in new home jobs, although dealers 
agree that they could handle appliances successfully 
without this new home market. Nevertheless, the 
new home market should not be overlooked. Miss 
Campbell makes the following comment regarding 
the Bogalusa Lumber Comppany’s experience: 

“In the first stages of our prospective new house 
jobs, we have found it very feasible to include in 
the plans of a new home such items as the home 
laundry—washer, drier and ironer—as well as re- 
frigerator, range, attic fan, electric sink and disposal 
and floor furnace. These items are now brought 
before our new home customers on the basis of neces- 
sity rather than luxury. Installation charges, of 
course, are at a minimum during construction and 
about double once the house is built.” 

The dollar volume of Bogalusa’s appliance depart- 
ment for last year was approximately 20 percent 
ahead of 1947. 

All appliance salesmen need special training. Most 
manufacturers offer specialized courses. Bogalusa 
Lumber Co., holds appliance sales meetings every 
other Wednesday night in charge of a G. E. repre- 
sentative. The company also sends its salesmen to 
G. E. meetings in New Orleans. 

“These meetings,” says Miss Campbell, “have kept 
our salesmen in close contact with any new equipment 
as well as appliances we are now handling.” 





TABLE APPLIANCES selling for under $100 are merchandised 
by 24 percent of the dealers, according to AL&BPM’s survey. 


Light appliances make good gifts. A. R. Losh Co., Albuquerque, 
N. M. 


“Our lumber department cooperates with the elec- 
trical appliance department by advising them of 
every prospect that may come along or any person 
for whom we are supplying the lumber for a new 
home. Our electrical appliance manager is capable 
of designing and supervising the installation of a 
complete kitchen.” 

Compensation schedules for appliance salesmen 
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vary considerably. Here are actual reports from .ey- 
eral dealers: 

Dealer A—Outside salesmen are paid strictly on 
a commission. We pay $125 for the first $1,250 in 
sales and 10 percent on gross sales above this amount, 
The minimum of $125 is guaranteed. 

Dealer B—AlIl of our inside salesmen are on straight 
salaries with the exception of the head of the depart- 
ment who is paid a salary plus bonus. Our outside 
salesmen are on a straight salary, plus 3 percent com- 
mission within the city limits and 7% percent outside 
the city limits. 





APPLIANCES lend themselves to dramatic window displays. 
Excellent point-of-sale helps are available from manufacturers, 


Dealer C—Our appliance salesmen are compensated 
on a straight salary basis, plus a very flexible com- 
mission arrangement. As appliances become increas- 
ingly harder to sell, we will, of course, have to increase 
this commission. 

Dealer D—Our salesmen are compensated on a reg- 
ular salary basis and receive an annual basis with 
other employes. They also share in the company policy 
of awarding monthly bonuses to departments, reaching 
a set quota of gross sales. 

Service is the foundation of a good appliance de- 
partment. Appliance manufacturers are almost as 
much interested in the service the dealer can render 
as in the sales he can make. Nearly every dealer con- 
sulted by AL&BPM has had trouble with maintaining 
the right kind of service department at one time or 
another. The president for the Massachusetts concern 
previously mentioned expresses it succinctly: ‘“‘With- 
out a good service department, it is suicide to try and 
operate an appliance department.” 

“We have found that a good service department is 
one of our best selling points,” says Miss Campbell. 
“It has proved to be practically self-sustaining inas- 
much as we take advantage of any outside work as 
well as our own.” 

Other dealers have made a profit from their service 
departments by carrying all the major parts to repair 
and recondition appliances (washers, particularly) 
which are taken in trade, then sell the reconditioned 
machines at a nice profit. However, most dealers do 
not operate their service departments at a profit. 


LIGHT APPLIANCES AS GIFTS 


Light appliances, sometimes known as table appli- 
ances, are handled by more dealers than heavy ap- 
pliances. Although light appliances do not require 
trained salesmen, they have most of the drawbacks of 
heavy appliances saleswise, with a much smaller mar- 
gin of profit percentagewise. 

“Light appliances,” says Walter Hinton, ‘ ‘are a good 
door opener. They are very good items in gift seasons 

(Continued on page 83) 
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of National Interest from Organized Dealer Groups 


OKLAHOMA GROUP WILL 
MEET OCTOBER 18-19 


Some 2,000 expected for 


annual "Sooner" meeting 


Oklahoma Lumbermen’s Associa- 
tion will hold its third annual con- 
vention October 18 and 19 at the 
Municipal Auditorium in Oklahoma 
City, according to Walter R. Kelly, 
president. Albert Mason, Okla- 
homa City lumberman, has been 


ALBERT MASON 


elected director of this year’s con- 
vention. 

He reports more than 1,700 per- 
sons registered for the convention 
last year, and expects the attend- 
ance to jump to 2,000 this autumn. 
One hundred exhibitors have taken 
Space. 

The program will be built around 
selline—both from the manufac- 
turer’s standpoint and retailer’s 
problems in selling the public. 


NRLDA HAS PAMPHLETS 
TO DISSEMINATE FACTS 
ON DISTRIBUTION 


National association helps to 
explain what local dealer does 


Ever alert to the danger in the 
trend toward socialization of hous- 
Ing, the National Retail Lumber 
Dealer: Association has provided 


dy, 
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members with pamphlets which 
help dealers disseminate facts con- 
cerning the distribution industry 
and the local distributor’s place in 
it. 

Association spokesmen feel that 
members now have public relations 
tools that may be used in defense of 
distribution in our free enterprise 
system and the part played by each 
dealer in his own community. 

The 24-page, two-color pamphlet, 
“Your Retail Dealer—The Man on 
the Flying Trapeze,” is in semi-hu- 
morous vein and aimed at present 
or prospective home owners. A 4- 
page, two-color folder has been de- 
veloped for high school and col- 
lege‘students and gives basic infor- 
mation on ‘Retail Distribution of 
Lumber and Building Materials.” 

The association urges dealers to 
make sure that public and school 
libraries, radio stations and news- 
papers have copies of the pam- 
phlets. 


HOO-HOO CONVENTION | 
Kansas City Hoo-Hoo Club 


is host to International 


The Kansas City Hoo-Hoo Club 
will be host to the Hoo-Hoo inter- 
national convention in Kansas City, 
Sept. 7-9, inclusive, and plans call 
for a gathering long to be remem- 
bered. J. N. Daniels, Daniels Lum- 
ber Co., is head of the committee 
on arrangements. 

Headquarters will be the Presi- 
dent hotel, where registration 
starts the afternoon of Sept. 7. 
Next morning there will be a busi- 
ness session followed by a luncheon. 
The afternoon session will include 
talks by Roy Wenzlick, well-known 
economist and forecaster, and Dave 
Livingston, Iowa farmer-humorist. 
After the evening cocktail hour 
there will be a Concatenation, fol- 
lowed by a dinner. 

There will be a business session 
the next morning, followed by a 
luncheon at which Hoo-Hoos and 
their wives will be guests. The 
final business session will be that 
afternoon. At the banquet at night 
Tom Collins, Kansas City, well- 


known humorist and philosopher, 
will be the speaker. 

B. F. Springer, Milwaukee, sec- 
retary of the International Con- 
catenated Order of Hoo-Hoo, will 
be in charge of business sessions. 
Those assisting Mr. Daniels in the 
matter of arrangements art: 

Vice-Chairman, Cliff Schorling, 
Renfro Lumber Company; Finance 
Committee, Anton K. Westh, Noll 
Welty Lumber Co.; Program Com- 
mittee, Arthur Brink, Tri-State 
Lumber and Shingle Co.; Enter- 
tainment Committee, Alan Flint, 
Southwestern Lumbermens Asso- 
ciation; Hotel Reservations, Ted 
Becker, Frank Paxton Lumber Co., 
Concatenation, C. C. Barnes, Badg- 
er Lumber Co. Mrs. Charles Good- 
rum has been chosen head of the 
Ladies’ Committee. 


APPOINT McDERMOTT 


Wisconsin associations choose 
him for Montgomery's position 


R. E. Nuzum, president, Wiscon- 
sin Retail Lumbermens Association, 
and H. D. Snider, president, Re- 
tail Lumbermens Mutual Insurance 
Company, have announced the 
appointment of H. P. “Mac” Mc- 
Dermott as secretary of both or- 
ganizations. 

Mr. McDermott succeeds the late 
Donald S. Montgomery who passed 


H. P. McDERMOTT 


away on May 19 after 32-years of 
service in the position. 

He has been manager of the in- 
Surance company’s mortgage de- 
partment ever since its inception 
in 1938. During the war Mr. Mc- 
Dermott worked closely with the 
late Mr. Montgomery on matters 
of OPA, WPB, and ODT as they 
related to the retail lumber busi- 
ness. 
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Hines 2 HEADQUARTERS for 2wality 


¥ 


When you buy a Hines gorage 
2 you buy something more thon a 
building —sure positive protection 
for every cor you'll ever ownl 
They are constructed with the best 
of materiois, by relicble contractors 
who moke a specicity of garage 
construction. Phone your neorest 
Hines yord for full price informae 

tion—complete dota will be 

~ mailed on request. 


F.H.A. MONTHLY TERMS 


-..0% & you flan to build a GARAGE yourself 


HINES HAS EVERYTHING 







@ COMPLETE WORKING PLANS 
AND ‘MATERIAL LISTS 


@ QUALITY LUMBER, DOORS 
AND WINDOWS 


@ ASPHALT SHINGLES, ROOFING 
AND BUILDING PAPERS 


@ OVERHEAD GARAGE DOORS 


@ OVERHEAD GARAGE DOOR 
HARDWARE FOR ANY SIZE 
DOOR 


COMPLETE MATERIALS 
FOR A HINES 
ONE CAR GARAGE 





All the materials (except foundation) you 
need to build a quality one-car garage, 
Selected 2x4's, boards and clear fir 

} drop siding! Ponderosa pine for trim! 
Ready glozed sash—service door and 
uni-rol overhead garage door. Also 
3-in-1 asphalt shingles. Complete 
materials, including detailed construction 
plan for 12 ft. wide by 20 ft. long 


garage, delivered in 
Chicago and suburbs 9 29500 


-——EASY MONTHLY TERM 


Buy Hires quolity moterials and spreod the 
Payments on easy monthly terms with 10 
per cent down and up to three years to pay. 
HINES hos everything—Hardware, Paint, 
lumber and Millwork—So everything you 
need canbe purchased in one “Package.” 








a » 
UNI-ROL OVERHEAD GARAGE DOOR 
Here's an easy-acting overhead door which con be installed in your 


present garage easily and quickly. Door consists of two sections with 
pine stiles and rails, and fir panels. Complete with hardware and full 


installation instructions ‘for opening 8’0”" wide 
ond 7'0” high onlyssssccsecccsssscevccecee $6255 
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Dealers over the country are finding pack- 

age sales of garages can be profitable 

business. Have you tried this progressive 
way fo sell building materials? 


O YOU figure a list separately for every home- 
owner prospect for a garage? Or do you—like 
many progressive dealers—have prepared plans, with 
the lists figured, so that you can give a price to the 
prospect right now? 

Package selling of garages is easy. It is profitable. 
It saves sales time. And your customers like a pack- 
aged garage because it simplifies their buying job. 
Here are some ideas from lumber dealers who have 
found that packaged garages make a real sales outlet. 

First requirement is to get at least one attractive, 
practical plan for both a one and two-car garage. Take 
off the list of materials for each size; then price the 
materials at list. That total price is the only price 
your homeowner prospect is interested in. 


MONTHLY PAYMENTS 

The next step is to arrange with your local bank 
or financing agency to handle sales on a time payment 
basis. Notice the Whiting-Mead Company advertise: 
ment. $13.73 per month for a two car garage with an 
overhead door is a whale of a buy in any consumers 
book. 

If a total price is featured, be sure to point out that 
time payments are available. 

The next step is to establish yourself as headqual- 
ters for easy-to-buy, packaged garages. This meals 
advertising. The better rounded the program, the bet- 
ter the results. 

Newspaper advertising of the kind reproduced 0 


HINES, Chicago building materials merchandisers, offer » 
garage prospect a choice, stress quality, and feature — : 
payments. Here, as always, the complete, easy-to-buy packaé 
is the thing. 
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these pages will make your prospects garage conscious. 
Stress the ease with which they can buy your garages. 
You are going to brag about the quality materials fea- 
tured, but don’t get side tracked into listing materials. 

At the same time, build confidence by calling atten- 
tion to specific products with sales appeal; quality fir 
studs, life-time redwood siding, heavy duty shingles, 
finger tip overhead doors. Feature the brands you 
sell, particularly the nationally advertised brands that 
will ring a bell with the layman. 

If you use radio advertising, a slug line such as, 
“Home Lumber Co., headquarters for easy-to-buy pack- 
aged garages,” will make listeners think of your store 
when they think of garages. 

A sample garage at your yard—and preferably out 
where it can be seen from the street—is an excellent 
selling tool. A nicely finished and painted garage 
makes that $13.73 per month look like an even better 
bargain to the layman. 


POINTS TO STRESS 


To give variety to your advertising there are a num- 
ber of selling points that can be stressed. In the 
spring, your prospects should build “to protect their 
car’s finish from the broiling sun.” In the fall, they’ll 
want a garage so their car “will start on those cold 
mornings.” 

The appeal to the home craftsman to build and erect 
his own garage from the packaged materials is always 
good. See how this is featured in the Whiting-Mead 
Company ad. Notice also this company includes in- 
stallation of the overhead door in the packaged price. 
Inclusion of that service goes right to the heart of suc- 
cessful consumer selling, which means “making it 
easy for the customer to buy.” Installation of an 


overhead door is a specialized job, a possible stumbling 
block to making a packaged sale to the home crafts- 


man. So Whiting-Mead removes the stumbling block 
by providing installation. (A good example, incidentaly, 
of what is meant by “creative selling.”’) 


MARKET VARIATIONS 

Although big cities offer concentrated sales pros- 
pects, they are certainly not the only market areas 
where packaged garages can be sold profitably and 
in volume. 

Many farmers either crowd their cars into machine 
sheds, or let them stand out. A great many farmers 
are buying new cars. They are prime prospects for 
garages as well. A two car garage will often double 


ANOTHER HARVEY EXCLUSIVE VALUE! Call Virginia 7-7100 Now! 


GARAGES *229 


Materials Only 
HOLD YOUR HAT! Here we come with America’s Leading Velvet 
COMPLETE GARAGE MATERIALS AND BLUE PRINTS. 


This Package Includes... 
COMPLETE MATERIALS 
FOR 18x20 

2. CAR GARAGES 


AN New \omber, Roofing. Complete Herdwere for 
Swing 1 Doers end No. 106 Pattern Drop Siding. & 
Reg. 5279.50 Val, 


We Build DeLuxe Garages Complete As Illustrated 


‘ MODEL HOME ond GARAGE Open 
~dham Convection Order Now! Dont Bote! Fer Your inspection On Our Display Floor. 


HAR\ INC., a progressive Chicago yard, borrows ideas 
from u : eeeeiaee store and grocer in writing this ad. Note 
Anothe ’ Harvey exclusive value” and “Hold your hat!” These 
are atte:tion getters that lead right into the packaged garage 


idea. Note, also, the reference to the model garage on display 
at the yard. 
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as a farm workshop as well as car storage space, a 
selling point that should not be slighted when appeal- 
ing to the farm market. 

In smaller communities, a well advertised and pro- 
moted packaged garage will appeal over a wide trading 
area, as witness the job the mail order houses are do- 
ing in selling garages and other packaged small 
buildings. _ 


OTHER CONSIDERATIONS 


If the size of the market and initial success war- 
rants, alternate package prices can be made up to offer 
a wider choice of materials. For instance, figure the 
walls with wood siding, with asbestos shingles, and 
with cedar shakes. Have the total price ready in each 
case. Then figure a choice of roofs: shed and hip. 
The prospect picks the kind of wall he wants and the 
kind of roof that appeals to him. Your salesman totals 
two prices and can immediately quote the complete 
package price. It is as simple as buying—and selling 
—a pair of rubbers. 


Build This 2-Car Garage 
While On Your Vacation 


It's exsy and fun besides! We supply you with all material (ex- 
ces? the cement fo:ndation), and this includes the lumber, two 


windows, one docr, all hardware and nails, paint, 
$ 1 373 
This is your "Do It Yourself" 


pltis tac big overhead door whic we install for you. | 

Pay fur it on easy monthly payments of only 
Department Store of Building Supplies 

(Always Convenient Parking) 


ING- MEAD-C co: 


~ SBA WSLS -——— 

















THIS ad from Whiting-Mead Company, San Diego, California 
holds the key to many creative selling ideas. It offers the pros- 
pect a packaged bill of materials for an attractive garage. In- 
stead of a price list of individual materials that mean little to 
the layman, it offers a complete bill of materials. It stresses 
what the public wants, the completed garage. It offers a low 
monthly payment plan. Many a prospect can understand $13.73 
per month, but gets frightened off by a lump sum price. The 
ad appeals to the home carpenter to build himself. The ad 
offers to do the specialized job of hanging the overhead door. 
In a word, this. ad exemplifies creative selling because it is 
directed at “making it easy for the customer to buy.” 
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Tremendous 


REMENDOUS is the word for 
the lumber dealer’s market in 
rural areas! 

Prof. G. M. Nelson, Oklahoma 
Agricultural & Mechanical college 
agricultural engineer, estimates 
that Oklahoma farmers alone need 
$25,000,000 in new construction 
annually. (See “Oklahoma Dealers 
Ready to Answer the Farmers’ 
Building Needs” in the July 2nd 
issue of AMERICAN LUMBERMAN & 
BUILDING PRODUCTS MERCHAN- 
DISER.) A recent survey in eight 
midwestern states proves the al- 
most limitless desires of farmers 
in this area, and indicates the 
colossal potential throughout Rural 
America. 

Basic information and statistics 
for this optimistic AL&BPM 
feature were supplied by special 
permission of Mid-West Farm 
Papers, Inc. The statistics given 
in this article are projections of 
a survey made last fall by five 
farm papers which are members 
of the organization: Prairie Farm- 
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Market 


Farm papers’ survey in eight mid-western states shows 
tremendous market for lumber dealers in rural areas; 
USDA figures prove farmers have money to buy. Many 
want new farm buildings, or plan extensive remodeling 
or repairing. Mrs. Farmer isn’t to be outdone, either. 


er, Chicago; Nebraska Farmer, 
Lincoln; The Farmer, St. Paul; 
Wallace’s Farmer & Iowa Home- 
stead, Des Moines; and Wisconsin 
Agriculturist & Farmer, Racine. 

In each of the eight states of 
North Dakota, South Dakota, Ne- 


braska, Minnesota, Iowa, Wiscon- ~ 


sin, Illinois, and Indiana, 1,500 
questionnaires were sent out by 
the farm papers of the area. Ques- 
tionnaires were distributed in each 
county in the proportion that the 
farms in that county bear to the 
total number of farms in that state. 
Farmers were asked to answer 


questions concerning their inten- 
tions to erect or remodel buildings, 
or install new equipment; farm 
women were polled along similar 
lines regarding the home and the 
poultry house. 

In estimating the state-wide 
potential for any item we multi 
plied the percentage figure (al- 
rived at from totaling the original 
questionnaires) by the tota] num- 
ber of farms in a particular state 
or two states. The results are el 
couraging, to put it very, very 
mildly! 

Farmers not only have hugé 
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building or remodeling desires; 
they have the wherewithal to satis- 
fy their desires. In the first three 
months of 1949, alone, farmers in 
these eight states had cash receipts 
of $2,163,701,000 from farm mar- 
ketings, according to the Bureau 
of Agricultural Economics, U. S. 
Dept. of Agriculture. This same 
authority anticipates that farmers’ 
net income from farm marketings 
in 1949 may be less than in 1948. 
It can be less than in 1948 and still 
be tremendous, for it hit 17.4 bil- 
lion dollars last year! There’s a 
great potential in these eight states, 
and throughout the United States! 


NO DULL STATISTICS 


Statistics ordinarily make rather 
dull reading, but these don’t. Con- 
sider that, according to our esti- 
mate, 78,322 farmers in eight 
states want new dairy barns, 195,- 
941 want new hog houses, 173,147 
want new milk houses, and 192,705 











want new poultry houses. Note 
the figures on repairing present 
dairy barns: 168,351 intend to re- 
pair the roof, 187,039 want to re- 
pair the walls, and 150,000 expect 
to repair the floors. Paint sales 
should zoom; 350,000 want to re- 
paint dairy barns, 172,087 would 
repaint hog houses, 97,673 plan on 
repainting milk houses, and 181,032 
expect to repaint the poultry 
house. 

Mr. Farmer is looking for com- 
fort, convenience, and economy, as 
well as many types of new equip- 
ment installations. Notice the 
number interested in ventilating 
systems, insulation, electric light- 
ing—new stalls, stanchions, feed 
carriers and feeding equipment, 
running water, screens, milking 
machines, and equipment for the 
milk house and hog house. Mrs. 
Farmer is concerned with more 
“egg money’—note the number in- 
terested in improvements and new 
equipment in poultry houses. 








Other farm building will not be 
neglected. Observe that 302,931 
plan on building new machine sheds, 
238,204 expect to erect new corn 
cribs, 109,169 expect to build some 
other type of grain storage, 82,327 
want to put up silos, and 110,143 
desire new brooder houses. *Dealers 
must sell farmers most of the ma- 
terials and equipment going into 
these buildings! 


“MAMA” HAS IDEAS, TOO 


“Mama” has some ideas and real 
desires regarding a new home, or 
repairing or remodeling the pres- 
ent one. Based on our projection of 
the original survey figures, farm 
wives to the tune of 66,962 want 
to have new houses built; 428,541 
want to remodel or repair. Over 
850,000 of the farm wives in these 
eight states want to add a room 
or rooms, or remodel existing ones. 
More than 750,000 contemplate re- 
pairs of one kind or another; over 
850,000 hope to have the home re- 










Planning new house ... 
Repair or remodel present house. 






Rooms to be added or modernized: 





Bathroom .... 
Ullily FOOM ... 2.2.6.6. sees 
Attic 
Basement ........ 


Contemplated repairs: 


Interior 
Exterior 


Roof 


To be painted soon: 


Interior 
Exterior 


Plann ng: 


Insulation ............... 
Lightning protection system. . 
eae 
Storm windows 





——.. 


Illinois- 
Indiana 


15,968 
121,286 


.. 134,974 
117,864 


To Erect New House, or Repair or Remodel Present House 


Minnesota 


12,096 
66,985 


Wisconsin 


12,442 
87,272 















66,298 
63,099 


81,081 
69,741 











lowa 


8,566 
59,755 


60,590 
62,262 






Nebraska 


7,264 
39,561 


Total 


66,962 
428,541 


Dakotas 


10,626 
53,682 





41,013 272,905 

85,166 39,815 42,903 44,294 47,058 25,368 284,604 
14,447 10,842 17,766 9,402 20,562 8,605 81,624 
8,206 6,932 a 5,382 3,017 27,137 
64,255 28,084 27,972 29,041 33,120 15,422 197,894 





98,588 34,304 44,604 29,877 38,502 27,044 272,919 
55,890 21,862 27,027 14,416 16,560 16,763 152,518 
52,088 31,994 31,563 19,639 22,584 21,904 179,772 
43,724 24,173 27,972 21,411 24,564 10,728 152,272 


56,442 
58,374 


43,808 
36,991 


443,193 
408,331 








50,948 31,994 26,082 30,713 27,186 19,780 186,703 

. 22,052 11,731 7,371 8,566 13,248 8,605 71,573 
.. 60,883 28,794 27,027 32,384 22,632 23,245 194,965 
. 107,979 33,593 21,357 31,549 29,256 26,597 250,331 
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to buy; their business musi be 


solicited. 

Lumber dealers will get valuable 
assistance in their drive for a 
share of this huge market from 


Number Expecting to Build, Repair, Install Equipment in 
the Eight States Where Questionnaires Were Sent 






































































Dairy Hog Milk Poultry the fall and winter merchandising 
Materials and Equipment for Barns Houses Houses House issue of AMERICAN LUMBERMAN, to 
: Nea be published the first issue in Sep- 
Planning New Building .. . . 78,322 173,147 tember. This issue will inaugurate News 
Ready Built ........ : 16,012 37,667 =a program thoughtfully designed to memb: 
Build Yourself ............. 179,929 155,038 stimulate the sale of lumber and Lumbe 
Repair building products during the tra- 
| eee 168,351 17,024  04,53¢ ‘ditionally slack season. There will WHY 
Walls 2.0.0.2... Sos... 137,039 31,699 61,261 ‘be timely, helpful articles on pack- 9 jays a; 
Floor Dooce ve eevee vee... 150,222 ee ee eee, ee 
I ios Gina des che tae ° caluee ° ce einee 72, a a ic 
we ’ ae and personnel training — all de- a 
ER Tere ee Teer ee 350,653 172,087 97,673 181,032 signed to get more business. Coste 
Ventilating system . .. .. 73,146 34,051 37,893 95,644 page 
Insulation re ee eee os 27,713 27,785 63,688 61,392 DEVELOP CONSUMER BOOK operate 
Electric lighting ............ .. 157,378 98,145 114,673 187,966 who wa 
ere _. 83,768 Along with the big merchandis- To I 
Stenchicas co oceccccer ne.  $8Q088 ing issue, AL&BPM is developing with t 
Sill inne “} 38. 491 a 82-page consumer book which Charlot 
F a SRA SOA wet 39. 8e eS : dealers may distribute to their cus- just col 
tease Ee 35,838 tomers and prospective customers. newspa 
Milking machine ................ 99,325 It will contain a wealth of facts, membe: 
Milk can hoist ................... 30,715 suggestions, and ideas for building include 
Liter carrier 60.145 improvement and maintenance. The lottesvi 
_ a book will deal with how home- membe 
Screens I aes cna gab die Ad -.... 43,243 72,830 41,530 owners may improve the comfort, from ¢ 
Running EE phihak eee eh ei ba been 157,085 88,863 101,780 143,140 efficiency, convenience, value, and graphi 
Drinking cups ........... 127,337 livability of the home, and how “Thi 
as an a a WR 4s 74,244 farmers may achieve the same ends vice-pr 
Feeding equipment ........... 86,249 114,298 in rural areas. Most important, the current 
Window material—glass .......... 173,213 rc bei oe ee iden fe 
Window material—other than glass a , Barksd 
. The purpose of this feature ar- — 
ticle is to emphasize the importance 7 
of the farm market from the stand- a apy 
_ point of the retail building supply — 
painted, inside or outside, or both. materials, equipment, and supplies dealer. In regular issues, AL&BPM is as f 
Comfort and economy are “wants” is tremendous. It’s not self-motivat- is constantly disseminating infor- ae ms 
so far as Mrs. Farmer is concerned ; ing or self-sustaining; it has to mation to dealers so they may bet- 5 
186,703 want the house insulated, be cultivated. Farmers must be able _ ter organize and develop merchan- genera 
194,965 want new screens, and 250,- _—to obtain, readily, information re- _dising programs tailored to their age 
331 want new storm windows. — at oe —" io particular needs. The special mer- rd be 
their climate and agriculture an chandising issue, along with the a 
peepee cneigs in line with their finances. They  32-page consumer book, offers even i - 
All of this is added proof to must be told where and how they better ammunition so dealers can P 9 F 
the acknowledged fact that the may buy supplies and equipment capture their full share of this tre- rad 
potential farm market for building | needed. They must be encouraged mendous market. dy 
cial fe 
and re 
structi 
3. LC 
Number Planning to Erect Other (New) Farm Buildings month 
public: 
Popule 
Illinois- Johns- 
Indiana Wisconsin Minnesota lowa Dakotas Nebraska Total Mana, 
tive yy 
Machinery shed ................. 98,093 44,969 44,037 47,636 38,916 29,280 . 302,93! are se 
Corn crib ce 101,896 21,329 38,556 34,056 21,804 20,563 238,204 tomer: 
Other grain storage building....... 29,572 13,508 15,687 13,580 15,870 10,952 99,169 ly 
RSE a ee 18,630 24,528 19,278 10,237 7,866 1,788 82,327 lien 
I Es visits nueinvn wader 55,890 11,020 10,017 16,087 6,624 10,505 110,143 Thi ia 
in et 
introd: 
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Newspaper series introduces 
members of the Charlottesville 
Lumber Co. to the buying public 


WHY IS IT that some customers al- 
ways ask for the same clerk when they 
enter the store? It’s generally a combi- 
nation of factors—personality, service 
and satisfaction with earlier purchases. 

Customers associate a place of busi- 
ness with the character of the people who 
operate it, more especially the salesmen 
who wait on them. 

To better acquaint their customers 
with the people who serve them, the 
Charlottesville (Va.) Lumber Co. has 
just concluded a personality series—each 
newspaper ad introducing a different 
member of the organization. The series 
included 11 different ads in the Char- 
lottesville Daily Progress and introduced 
members of the organization ranging 
from the general manager to the steno- 
graphic staff. 

“This series,” says W. A. Barksdale, 
vice-president of the company, “is our 
current approach to public relations 
through newspaper advertising.” The 
idea for the series originated with Mr. 
Barksdale’s son, Bill. 

The firm’s advertising budget is based 
on approximately one percent of gross 
sales. Breakdown of the various media 
is as follows: 

1. Local newspaper, 30 percent. The 
firm runs two ads per week featuring 
general building materials. The sched- 
ule rotates in this order: first week, Mon- 
day and Thursday; second week, Tues- 
day and Friday; third week, Wednesday 
and Saturday. Then the series is re- 
peated in that order. 

2. Radio, 30 percent. This phase con- 
sists of a five-minute news report at 
12:30, six days a week, with a commer- 
cial featuring building material products 
and remodeling done by the firm’s con- 
struction department. 

3. Direct mail, 30 percent; consists of 
monthly distribution of U. S. Gypsum 
publi cations, Business of Farming and 
Popular Homes to 9,000 people. The 
Johns-Manville publication, The Farm 
Manager, is distributed to a representa- 
tive yroup of farmers. Personal letters 
sent to prospective or potential cus- 

omers, 

4. Miscellaneous, 10 percent. Includes 
advertisements in various school and 
colleze publications. 


This a:ivertisement was part of a series of 11 


in which various members of the firm were 
Introduced to the public. 
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Mr. Douglas Stoneburner, Salesman 


Mr. Stoneburner represents the Paint and Hardware 
Department at the Charlottesville Lumber Co. You will 
find this Department well equipped to meet your paint 
and hardware needs. 


So, make the Charlottesville Lumber Co., Inc., 
your lumber and building materials headquarters today! 


























MORGAN’S new Home Building Center, one of the finest in the state, with store’s interior completely visible. 


Company’s Own Products Highlight 


New Morgan 


Y QUADRUPLING its display 
space and using nationally- 
advertised materials in the con- 
struction of its new Home Building 
Center, Morgan Company, Oshkosh, 
Wis., this summer opened one of 
the state’s finest retail outlets. 

The new store has a 120-foot 
frontage on one of the city’s main 
thoroughfares. The entire store 
interior is visible through a series 
of 11 double-glazed window units 
which eliminate condensation and 
frosting, a sales drawback with the 
Fox River next door. The largest 
window unit is 144” x 77” and the 
smallest is 72” x 77”. 

The one-story building was de- 
signed to help customers in select- 
ing materials and plans for new 
homes and remodeling jobs. Walls, 
ceilings, floors, sales counter, shelv- 
ing and fixtures are incorporated in 
the building for one purpose—to 
help the customer in choosing the 
materials he needs. 

The outside of the Home Build- 
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Home Building Center 


Remodeling and enlarging its 
Home Building Department 
has made it easier for cus- 
tomers of Morgan Company 
to select materials and plans 
for new homes and remode!- 
ing jobs 





ing Center is covered with 34” x 
10” Red Cedar siding with the ex- 
ception of the entrance way where 
walls are covered with vertical V 
groove Idaho Pine paneling. The 
recessed entrance is outstanding 
and ultilizes a door of Morgan 
manufacture. Door and side lights 
are painted a pastel blue; balance 
of the front is a snowy-white. 


MODEL KITCHEN AT SOUTH END 


The south end of the building 
contains the model kitchen, with 


breakfast room adjoining it. The 
kitchen is completely equipped 
with Morgan units, with chopping 
block, pan and lid racks, spice trays, 
towel racks, cake drawer, tilting 
flour bin, slicing boards, desk unit, 
combination ironing board and 
storage cabinet, the latest in plastic 
top, metal moldings. 

Kitchen is completely decorated, 
with wall tile board in white, coral, 
and jonquil yellow. Cabinets are 
painted in non-fading white. Win- 
dow above the sink is complete 
with weather-stripping, balances, 
and polished chrome hardware. The 
floor is asbestos tile in canary yel- 
low and red. The lighting consists 
of four fluorescent fixtures set flush 
with the white tile ceiling. A local 
gift and china shop cooperated with 
the gas company in furnishing the 
latest models in chinaware, stove, 
and refrigerator. 

The lavatory is finished in wall 
tile board in white, coral rose, and 
mist blue with asbestos floor tile 
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SALESROOM has fir plywood walls, ceiling of acoustical NOTE THE sales counter which permits merchandise to be 
tile, with indirect lighting in the form of two neon tubes. displayed under glass, with sliding doors on clerk’s side. 





+ 
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KITCHEN is fully equipped with Morgan kitchen units, REGENCY Mantel is above fireplace on one wall next 
including combination ironing board and storage cabinet. to den; walls and ceiling are of dry wall construction. 





THE DOOR to this office is company’s Dutch Door and the KITCHEN has latest models stove and refrigerator, as well 
Wo sec‘ions can be fastened together with a brass quadrant. as chinaware, furnished by gas company and local gift shop. 
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FLOOR PLANS show complete arrangement of floor space, in conjunction with the pictures on previous pages. 


in dove gray. Next to the kitchen 
is a den furnished with a Morgan 
Company china case, complete with 
hardware and displaying glassware. 
On a wall next to it is a fireplace 
trimmed with Regency Mantel and 
fireplace equipment and tools. Walls 
and ceiling are of dry wall con- 
struction, using 34” sheet rock with 
perfatape joint system. One of the 
joints is left exposed and a tab of 
tape concealed behind a picture. 
Floor is 9” x 9” block flooring. 

Walls in the main sales room are 
fir plywood, arranged both in solid 
and cut basket-weave patterns. The 
ceiling is fibre glass acoustical tile 
set around recessed panels, indi- 
rectly lighted by two neon tubes. 
The floor is covered by asbestos 
floor tile in a marbelized brown. 
The decorating follows the style 
guide service of one of the major 
paint companies. 

One end wall in this room is a 
pastel shade of salmon pink, set off 
by side walls of sea crest green. 
The north wall of the room is 
treated as an outside wall and has 
set into it one of the company’s 
low-cost entrance frames and a 
picture window unit of which the 
sidelights are outswinging case- 
ment units completely weather- 
stripped, with aluminium storm 
sash and bronze screens. Center 
picture sash in this unit is a large 
4’ x 4’ plate glass. For wall deco- 
ration this is covered with 16” 
double coursed Western Red Cedar 
Shakes and painted a very pleas- 
ant shade of light gray, offset by 
white trim. 


USE COMPANY’S DUTCH DOOR 
The door in the entrance way is 
the company’s Dutch Door M-110, 
a fine example of Colonial architec- 
ture. Upper and lower sections of 
the door can be fastened together 





with a beautiful polished brags 
quadrant. The door is hung op 
ball bearing hinges and is locked 
with a key-in-the-knob set in pol- 
ished brass. 

North of the salesroom is the 
manager’s office which is decorated 
and furnished with red oak panel- 
ing and bookcases which have been 
bleached white and finished with a 
satin finish varnish. Floor is 9” x 
9” block flooring, and the ceiling is 
12” x 12” acoustical tile. 


In the corridor that leads to this 
office and the room beyond it are 
displayed wood grain sheet rock 
wall board in knotty pine and black 
walnut. Ceiling in the corridor is 
12” x 12” ceiling tile. 

The room at the end of the cor- 
ridor has been converted into a 
small drafting room. The ceiling 
is composed of 12” x 12” ceiling 
tile, and the walls are of wall plank- 
ing. Floor is of asbestos tile in 
mallard green. Windows in both 
drafting room and manager’s office 
are two-light, 134 double hung, 
double glazed. 

The sales counter has an ingeni- 
ous arrangement with sliding doors 
in the back which provide access 
to everything under glass. This 
includes merchandise, millwork 
catalogs, retal price lists, invoicing 
machines, and cash drawer. 

The remodeled Home Building 
Center is Morgan Company’s retail 
outlet for Oshkosh and _ vicinity. 
Founded in 1855, the company has 
two affiliated outlets: Morgan Sash 
& Door, Chicago, and Morgan Mill 
work in Baltimore, with a branch in 
Wilmington, Del. 

Officers of the Oshkosh concern 
are: R. D. Scamehorn, president; 
H. W. Eckardt, vice-president and 
treasurer; and C. C. Petri, secre- 
tary. 


LUNCHEON setting in corner of kitchen can be seen readily by those going by: 
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Customers are talking price again. Here are time-proven 
techniques of turning price talk to your advantage. 
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BY ARTHUR A. HOOD 


Editor, American Lumberman & Building 
Products Merchandiser 


Part | 


Study the Problem 


RICE COMPETITION is the 

normal thing in a peace-time 
buyer’s market. It is a healthy 
thing too! Price competition is one 
of the phenomenon that keeps pri- 
vate enterprise free. It is pri- 
marily responsible for the indus- 
trial efficiency of our country. It 
has enabled American business to 
continuously deliver to the public 
more and better goods for less 
money. It keeps our selling 
muscles lean and fit. 

Thrifty people always question 
price in a buyer’s market. 

All signs now point to the fact 
that the seller’s market is about 
over and that price competition 
will soon again be a vital problem 
in retail profits. 





Because of its current timeliness and be- 
cause of repeated dealer requests, we are 
reprinting this article which appeared in 
American Lumberman, December 6, 1947. 
The article will be concluded in the next 
issue of AL&BPM, August 27. 





_That we are going to have to 
“sell” price as well as goods is cer- 
tain. The trend is apparent in 
such fields as textiles, appliances, 
tires, etc. 

Price competition is an especially 
serious problem in the retailing of 
lumber and building products be- 
cause many buyers make a practice 
of “shopping” identical material 
lists among several dealers in an 
effort to beat the price down. This 
often gives an inexperienced and 
timid salesman a price complex 
that handicaps his sales efficiency. 

There are just six reasons why 
a competitor will offer a price low- 
er than yours: (1) he is able to 
buy cheaper, (2) he can operate at 
lower cost, (3) he is willing to do 
business at less net profit, (4) he 
is ignorant of his real costs, (5) he 
made a mistake in his computa- 
tions, or (6) he is figuring on dif- 
ferent specifications. 

The last three are far more prev- 
alent than the first three. In fact, 
ignorance of costs is the No. 1 rea- 
son for “cut” prices. 


Know the Ingredients of Price 


This problem should be consid- 
ered from two viewpoints. That: 
of your company and that of your 
customer. 

From your company’s viewpoint, 
price is made up of four elements: 
costs of goods, cost of operating, 
cost of selling and net profit. 

As your customer sees your price 
it contains the following ingredi- 
ents: (a) The physical things (and 
their benefits) you are selling, (b) 
the service your company will ren- 
der with the sale, (c) your person- 
ality and attitude, (d) the service 
you render as a salesman, (e) the 
responsibility and dependability of 
yourself and your company, (f) 
your service after the sale, and (g) 
your “plus” values or differences 
between your company and your 
competitor. 

Therefore any salesman’s belief 
that there is ever an exact basis 
for price comparison is an illusion 
rather than reality. The ingredi- 
ents of competitive prices are never 
exactly the same. 


Have the Right Mental Attitude 
Toward Price 


The successful salesman has 
complete confidence that his com- 
pany’s price is always right, wheth- 
er it happens to be higher or lower 





Price Quantity 
Cut F.B.M. 
Market 10,000 
5% 10,000 
10% 10,000 
15%, 10,000 


Market 10,000 

5% 10,000 
10%, 10,000 
15%, 10,000 


Market 10,000 
5% 10,000 
109, 10,000 
159, 10,000 


when you cut the market price. 
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WHAT IT COSTS TO CUT PRICES 


Price cutting is nothing more nor less than chiselling, an impractical substitute for thorough selling. Just what a 
poor substitute it is is shown on this chart. 

The following tables reflect the effect of price cuts of five, 10 and 15 percent on mark-ups and show the increase 
in volume necessary to recover the gross profit lost when prices are cut: 
What it costs when your mark-up is 25 percent: 


Cost Price 

M.F.B.M. 
$60.00 
60.00 
60.00 
60.00 


What it costs when your mark-up is 331/3 percent: 
$60.00 
60.00 
60.00 
60.00 


What it costs when your mark-up is 40 percent: 
$60.00 

60.00 

60.00 

60.00 


Shem tables tell. an important story. Study them carefully and watch what happens to your mark-up on cost 


Selling Price 
M.F.B.M. 
$75.00 
71.25 
67.50 
63.75 


On Cost 


25.0% 
18.7% 
12.5% 

6.2% 


$80.00 
75.96 
72.00 
68.00 


33.3% 
26.6% 
20.0% 
13.3% 


$84.00 
79.80 
75.60 
71.40 


40.0% 
33.0% 
26.0% 
19.0% 


Mark-Up 


Increase in 
Volume Required 


Market 

33.3% 
100.0%, 
300.0% 


Gross 
Profit 
$150.00 
112.50 

75.00 
37.50 


$200.00 
159.60 
120.00 
80.00 


Market 
25.0% 
66.6% 

150.0% 


$240.00 
198.00 
156.00 
114.00 


Market 
21.0% 
53.9% 

110.5% 








Buitping Propucts MERCHANDISER 





[A limited number of free reprints is avail- 
able to manufacturers, wholesalers and 
dealers.] 
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than others. 

You should believe implicitly 
that no one else can provide all that 
your company is providing in prod- 
uct, service and responsibility for 
the money than you are asking. 

You should be aware that your 
price contains a net profit for your 
company and be proud of it. With- 
out that profit you have no job 
and sooner or later your company 
is out of business. 

You should be confident that both 
your price and the net profit it in- 
cludes are morally, ethically and 
economically right — neither too 
high nor too low. 

Don’t mentally anticipate price 
competition! A research study 
made just before the war found 
that only 15 bills of material were 
actually in competition out of each 
hundred lists that dealers thought 
were involved in price competition. 
It was the opinion of the investi- 
gators that 60 to 75 percent of 
price cutting to get sales volume 
was unnecessary. 


Don’t Fumble the Ball 

Price competition is like vicious 
blocking and tackling in a football 
game. Unless the salesman hangs 
onto the price ball determinedly, 
the chiseler may knock the ball 
from his hands and take the play 
away from him. 

Every salesman should be keenly 
aware of what it means either to 
lose the sale to a competitive price 
or to cut your company’s price to 
make the sale. 

In either event-the thin margin 
of net profit in the sale is probably 
lost (see chart “What it means to 
cut a price’’). 

But you lose something more im- 
portant than profit. To the sensi- 
tive salesman there is a loss of 
self-respect. You feel like the 
player who has fumbled the ball on 
the opponents one yard line. 

Your friends seldom seek a com- 
petitive price when they buy from 
you. Are you going to favor the 
chiseler against the friendly cus- 
tomer and make the latter pay 
more for what he buys from you? 

You should take a special pride 
in collecting a fair profit from the 
price buyer. It’s like making a 90 
yard run for a touch-down! 





Coming Next Issue 
The concluding article, next issue, of this 
two-part series will tell how to capitalize on 
the buyers’ fear of the chiselers, turn your 
competitors’ price position to your advan- 
tage, sell the attractiveness of your price. 
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Expansion Program Under Way 


by Oklahoma City’s New 
Retail Building Materials Outlet 


wi" 


ADVERTISING ALONG THE ENTIRE YARD FRONT catches the eye of 


motorists. 


NE of Oklahoma City’s newest 
retail outlets for building ma- 
terials is the Northside Lumber Co., 
Inc., managed by W. D. Wigley 
with the assistance of his son, L. 
V. Wigley. Mr. Wigley is a veteran 
of 26 years in the retail lumber 
business, having managed stores 
for Long-Bell, Barney Stewart and 
Leonhardt Lumber Co. 

Complete lines of paints, hard- 
ware and building materials are 
merchandised in the store and yard, 
the latter measuring 285x150. New 


lumber sheds adjoining the ware- 
house are under construction. 


W. D. WIGLEY, right, and 


Ine. 


PAINT, WALLPAPER AND BRUSHES are allotted major display space. 





son, L. V. 
Wigley, manage Northside Lumber Co. 


ro 
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How Successful Dealers Run 


Their Appliance Departments 
(Continued from page 70) 
and gift seasons are never far apart.” 

Speaking of light appliances, Miss Campbell de- 
clares : 

“We feel that the accommodation to our customers 
is worth the selling time and service demanded by 
them.” 

Master Merchant Richards suggests that the invest- 
ment in light appliances should be held to a minimum. 

“We think they are necessary to round out the line 
and definitely create more floor traffic which I think 
all of us want.” 

Good service goes beyond the repair stage. Success- 
ful dealers show their appliance purchasers how to 
operate the appliances they buy in their own homes. 
Furthermore, a visit at the end of 30 days to check 
an appliance will not only develop good will, but very 
often customers, since satisfied customers are always 
the source of many good sales leads. 








What One Dealer Says 
About Appliances 


| very definitely feel that there is a place for appli- 
ances in the modern building materials store. However, 
| do not recommend that every building materials store 
immediately go into the appliance business. 
lt is a very hazardous business and before entering 
into it, a great deal of study should be given to the 
selection of the proper line of merchandise, the service 
problem, preparation for proper displays and, above all, 
whether the appliance selling field in their community is 
overcrowded or not. 
| note from recent reports of business failures across 
the country that the appliance stores which broke out 
in such a rash immediately following the war had been 
the most susceptible to failure of all business enterprises. 
—Bud Everitt, manager, The Long-Bell Lumber Co.., 
Enid, Okla. 























Appliances lend themselves to strong promotion and 
manufacturer aids; point-of-sale displays, cooperative 
advertising and training schools are among the best 
available from any source. Actual demonstration in 
the home or store is often a good sales clincher. 
Bogalusa Lumber Co., encourages prospects in bring- 
Ing their laundry to the store and trying out the 
washer, drier and ironer themselves. 

Oftentimes, cooking schools can be scheduled in co- 
operation with the local women’s clubs. Women’s 
groups frequently meet at the Geo. C. Wright Lumber 
Co., for demonstrations of automatic laundry equip- 
ment and other appliances. This company is among 
those who believe that a woman should be on the 
appliance sales team to conduct demonstrations in the 
store and home. Richards and Krueger Co. encloses 
envelope stuffers with monthly bills from the appli- 
ance department. All employes are encouraged to turn 
iN prospect cards which are furnished them. 

Even with appliance manufacturers cutting prices 
and producing more products than the market will 
absorb without intense selling effort, there is still an 
*pportunity for the dealer who can meet the afore- 
mentioned obstacles. As one successful merchant ex- 
pressed it: 

“We feel that the No. 1 place for appliances is in 
the bui! ling materials store and we have very good 
reason to believe that some of the larger manufac- 
turers are of the same opinion !” 
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SISALATION & SISALKRAFT 


fr tnsulated DRY WALL corshection 
a very low coo 


VAPOR 
SEALED 
FROM THE 


Guside i q 


FROM THE 


Outside 


This modern insulated 
DRY WALL CONSTRUCTION 
meets FHA Vapor-Barrier Requirements 
(Class A, Federal Specifications UU-P-147) 


This new insulated DRY WALL construction 
(SISALATION plus SISALKRAFT) combines in- 
sulation and vapor-barrier advantages at very low 
cost ... helps stop passage of harmful moisture 
into walls! SISALATION, bowed in between 
studs, provides TWO insulating air spaces, and its 
reflective surface helps keep homes warmer in win- 
ter, cooler in summer. Heavily reinforced by cross- 
laid sisal fibres, tough and strong, SISALATION 
and SISALKRAFT remain in place, permanently 
and effectively, for the life of the building. Here 
is quality construction with true economy! 


The SISALKRAFT Co., 205 W. Wacker Dr., Chicago 6, Ill. 
New York 17, N. Y. e San Francisco 5, Calif. 











‘ 

; The SISALKRAFT Co., Dept., AL, Chicago 6, II!. 
e 

: Please send samples of SISALKRAFT and SISALATION 
: for modern DRY WALL construction. 

x 

: Name.... 

' 

a 2 a SO TD Beer 

y 

i Ee A a State 






‘Modern \RY WALL CONSTRUCTION 
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POINTERS 








OUTSIDE 
DISPLAY 

ATTRACTS 

ATTENTION 


NEAT EXHIBIT 
of fencing adjacent 
to the parking lot 
is an eye-catcher. 





OUTSIDE DISPLAYS are bound 
to catch the customer’s eye, espe- 
cially when they are permanent and 
where he can’t miss them. 

Fencing of various types and a 
non-sag swinging farm gate are 
used for a dual purpose by the 
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THIS MATERIAL FOR SALE & FF 
ELGIN LUMBER & SUPPLY CO. ff 








Elgin (Ill.) Lumber & Supply Co. 
First, the display is a good all-time 
silent salesman; second, it is used 
to enclose one side of the company’s 
large parking lot. 

Just another good merchandising 
hint by this progressive company. 





TEN LEADING MALE 
SPORTS AND HOBBIES 

HOBBIES offer a market for 
the building materials dealer that 
should be exploited to the fullest, 
This graph, which appears through 
courtesy of Sales Management, in- 
dicates two big markets that you 
may capitalize on—woodworking 
and gardening. 

Of the 10 leading male hobbies, 


% OF ADULT MALES 
PARTICIPATING 


MOST POPULAR 
ARE 






































gardening is second only to cards 
as the most popular with 51 per 
cent participating. A second in- 
creasingly important hobby from 
the standpoint of the retailer is 
the basement wood-working shop. 
The sale of tools and raw materials 
is not only a good market by itself, 
but is also a good traffic builder. 
More and more dealers are han- 
dling some kind of sporting goods, 
especially hunting and __ fishing 
equipment which has a definite ap- 
peal to the contractor trade. 





DISPLAY IDEAS 


Simple displays well executed 
are not costly, will sell goods 


THE Menomonie (Wis.) store of 
O & N Lumber Company proves a 
point too often overlooked; it is 
not how much money you spend for 
displays, but what you accomplish, 
that counts. 


The row of bays along one side 
of the Menomonie store does a suc- 
cessful job of displaying and sell- 
ing goods because it has_ been 
blended into the old style room. 
This was done by using standard 
building materials in a neat, crisp 
fashion. The plywood background 
fits the character of the room far 
better than would glossy, modern- 
istic materials. 

In addition, the bays have been 
kept shallow so as not to over-bal- 
ance the room. Consequently, the 
products displayed stand out in 
sharp relief and invite inspection. 
General neatness in arrangement 
and an eye for balance have given 
each display a finished, attractive 
appearance. 


The linoleum display at O & N 
Lumber Company includes a ply- 
wood valance, or canopy, which ex- 
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tends out from the wall over the 
tops of the rolls of linoleum. It was 
simple and inexpensive to build, but 
it makes all the difference between 
an attractive, polished-looking dis- 
play, as compared to the usual hit 













INEXPENSIVE 
plywood valance 
over rolls of lino- 
leum accomplishes 
wonders in giving 
a polished attrac- 
tive appearance. 
Lights are mounted 
behind to reflect 
down. 
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or miss appearance of a lot of 
rolls of linoleum standing on end. 

Lights are mounted behind the 
valance; its face is used to display 
photo suggestions on how to use 
linoleum. 





ROW of bays # 
O & N Lumber 
Company prove the 
point that displays 
need not be expel 
sive creations to do 
a top-flight selling 
job. 
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Products .... Sales Aids .... Literature 


SEND FOR THESE: 





The Rigidsteel design principle 
which affords speedy construction 
without a network of trusses, is com- 
pletely illustrated in an 8-page book- 
let, “The McCloskey Story.” Special 
applications for industrial, municipal 
or commercial buildings—either con- 
ventional or eccentric in design—are 
discussed. Write McCloskey Company 
of Pittsburgh, Dept. AL&BPM, 3400 
Liberty Ave., Pittsburgh 1, Pa. 


A procedure for radiant panel heating 
design so simple and straightforward 
that it can be used by the average 
plumbing and heating contractor with- 
out engineering training, is set forth 
in a new 28-page booklet titled “A 
Simplified Design Procedure for Resi- 
dential Panel Heating.” The proce- 
dure is intended for residences and 
other non-mechanically ventilated 
structures. Write the Research De- 
partment of Revere Copper and Brass 
Incorporated, Dept. AL&BPM, 230 
Park Avenue, New York 17, N. Y. 


A brand new product, North Ameri- 
can anti-bacterial cement, is fully 
described in an 8-page folder. With 
this cement, ordinary methods may be 
used to make concrete that actually 
kills bacteria and fungi on contact. 
Write North American Cement Cor- 
poration, Dept. AL&BPM, 41 East 
42nd St., New York 17, N. Y. 


The new Briggs 94-page Catalog 
“G”, illustrates the new line of Briggs 
Beautyware vitreous china lavatories 
and closet combinations, undersink 
cabinets, the “Vanette” and a color 
chart, as well as porcelain enameled 
ware and brass supply fittings. Of 
particular interest is the roughing-in 
and dimensional data section. Dimen- 
sional data is shown for each fixture 
and will promote accurate floor plan- 
ning for bath, powder room and 
kitchen. Write Briggs Manufacturing 
Company, Dept. AL&BPM, 3001 Mil- 
ler Ave., Detroit 11, Mich. , 


Practical information on the appli- 
cation of motors and controls to spe- 
cific farm operations is contained in 
4 new 15-page booklet—4155—How 
To Apply Motors And Controls To 
Farm Jobs. Briefly discussed are the 
advantages of electrical farm power 
and the basie functions of the porta- 
ble motor and motor controls. De- 
Scriptive information and_ technical 
data on the types of motors and motor 
Controllers to use for every service 
are also included. Detailed instruc- 


BultpixG Propucts MERCHANDISER 


tions are given for making motors 
portable, as well as information con- 
cerning the types of pulleys and belts 
to use. The selection chart opposite 
page 9 will serve as a guide in choos- 
ing the proper equipment for specific 
jobs. Write Westinghouse Electric 
Corporation, Dept. AL&BPM, Box 868, 
Pittsburgh 30, Pa. 


Dura-seal Combination Metal 
Weatherstrip and Sash Balance is 
fully described in a new catalog, 
No. 49. All of the advantages and con- 
struction details of Dura-seal are in- 
cluded. A special section is also de- 
voted to the manufacturer’s standard 
line of metal weatherstrips. Write 
Zegers, Inc., Dept. AL&BPM, 8090 
South Chicago Ave., Chicago 17, Ill. 


Dicalite in Concrete Construction, 
is the name of a new data sheet now 
available on request. Dicalite, a light- 
weight powdered material packaged 
in bags, is said to make concrete 
more uniform. Added at the mixer 
with other dry material, it increases 
the workability of concrete in all 
classes of work. The concrete is 
easier to handle, place and finish, re- 
sulting in an improved concrete re- 
ported to be actually lower in cost. 
Write Great Lakes Carbon Corpora- 
tion, Dept. AL&BPM, Building Prod- 
ucts Division, 18 E. 48th St., New 
York® 17, N.Y. 


The Ideal Cabinet line, illustrated 
in catalog #70, offers a choice of 
17 models. Recess-type bathroom cab- 
inets are featured, also surface hang- 
ing cabinets, including a corner model 
for bathroom, kitchen or bedroom. 
All mirrors shown on the cabinets are 
available to hang as separate mirrors 
on the wall. Pictured on one of the 
pages are a package and milk receiver, 
a spring clothes chute door, salaman- 
ders, and joint angles used for con- 
necting joists to headers and over 
window openings. Write Ideal Cabinet 
Corporation, Dept. AL&BPM, 7722 
Joy Road, Detroit 4, Mich. 


Aetna Plywood & Veneer Company of 
Chicago is gratified with the reports 
from new jobbers of “Plytex,” indicat- 
ing that lumber dealers are enthusias- 
tic about this new decorative plywood. 
Wholesale distributors recently ap- 
pointed for “Plytex” are Central 
Building Supply, Inc., Baltimore, 
Md., Sash, Door & Glass Company, 
Richmond, Va., Binswanger & Co., 
Richmond, Va., Dalton-Bundy Lumber 
Company, Norfolk, Va. and Gulf 
States Plywood Company of New Or- 
leans, La. 









New Display for Popular 
Items in Miami-Carey Line 

To help dealers increase their 
sales of Miami-Carey bathroom 
cabinets and accessories, the Philip 
Carey Mfg. Company is offering 
an eye-catching display board for 
use at point-of-sale. The board dis- 
plays popular items in the Miami- 





Carey line and can be used on the 
floor or in a window. Write Dept. 
AL&BPM, Miami-Cabinet Divi- 
sion, the Philip Carey Mfg. Com- 
pany, Middletown, Ohio. 


Flush Hollow Steel Doors 
Production is now under way on 
flush hollow steel doors at the 
American Welding and Manufac- 
turing Company. Sales for this 
new company product will be han- 
dled through the recently-estab- 
lished Building Products Division. 
The company’s new products — 






























































































































































































































swing doors, frames, sliding closet 
doors and closet units, will carry 
the company emblem and be known 
as Amweld products. They will be 
sold through dealers on a nation- 
wide basis. The interior doors and 
accompanying frames both follow 
the modern architectural trend 
toward flush surfaces which are easy 
to clean and pleasing in appearance. 
As required, interviewers, vision 
panels, or ventilation louvers can 
be built into the doors during the 
manufacturing procedure. Packed 
with a blanket type fire- and ver- 
min-resistant material which re- 
tards the transmission of sound 
and greatly reduces any metallic 
sound, the doors are _ especially 
braced so they will not warp or 
sag, and are constructed to accom- 
modate standard hardware. The 
interior doors are made in both 
134” and 134” thicknesses and all 
standard widths and heights to 
accommodate any type of wall con- 
struction and flooring. Of particu- 
lar interest is the sliding steel 
closet door. Mounted on a special 
roller frame, it has an exclusive 
non-derailing feature. Since the 
doors slide in front of one another, 
as in a showcase, the full width 
of the closet is accessible. The 
closet doors are fitted with finger- 
pulls as additional convenience to 
their use. Write The American 
Welding & Manufacturing Com- 
pany, Dept. AL&BPM, Warren, 
Ohio. 


Incombustible, Movable 
Partition for Office Buildings 
Development of a new incom- 
bustible, movable partition for 
is announced by 


office buildings 





United States Plywood Corpora- 
tion. Known as the USP Partition 
Panel, it has been approved for 
use in fireproof buildings by the 
Board of Standards amd.Appeals, 
New York City. «| 

The partition panel, which comes 
in a wide variety of hardwood 
faces, is already in use or is being 
installed in the Time-Life Build- 
ing, the Radio. City. Building at 
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30 Rockefeller Plaza, and the exec- 
utive offices of the New York Base- 
ball Giants, in New York City; 
the Merchandise Mart, in Chicago; 
and the Dayton Company (depart- 
ment store), Minneapolis. 

The panels, which are manufac- 
tured at United States Plywood’s 
Algoma, Wis. plant in 1 inch and 
134 inch thicknesses, can be used 
in various combinations. The rec- 
ommended dwarf height is 42 
inches, with or without glass above. 
The seven foot heights can be 
erected with or without glass open- 
ings, while the full height, extend- 
ing to the ceiling, makes satisfac- 
torily soundproof rooms. Write 
United States Plywood Corporation, 
Dept. AL&BPM, 55 W. 44th St., 
New York 18, N. Y. 


New Hard Board Panel 
from Douglas Fir Fibers 


Introduction of Forest Hard 
Board, a completely new hard board 
panel processed from Douglas Fir 








fibers, has been announced by Fiber 
Products Company, Forest Grove, 


Ore. Officials of the company 
point out that the long, strong 
fibers in Douglas Fir prove to be 
particularly suitable for the pro- 
duction of this pressed hard board, 
and that its manufacture is accom- 
plished by a controlled process 
which guarantees the panels to be 
especially resistant to chipping, 
breaking, cracking and denting. 
Each of the Forest Hard Board 
panels is said to be entirely uni- 
form in density and hardness, thus 
making it possible to work the 
board with ordinary wood-working 
tools as well as take paint finishes 
by spraying, brushing or baking. 
Initial production of the board will 
include panels in sizes ranging 
from 4’ x 4’ to 4’ x 16’, and thick- 
nesses of 144’, 3/16” and 14”. Panels 
are packaged in units of six. For 
details write the company’s sales 
agent: The Stimson Lumber Com- 
pany, Dept. AL&BPM, Forest 
Grove, Ore. 


Angel Announces New Jiffy 
Storm and Screen Sash 

A new combination storm wip. 
dow, which Angel Novelty Co, js 
getting ready to manufacture, will 
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bring the storm sash business back 
into the lumber yards, according 
to Frank M. Angel. Here are the 
chief features reported for Angel's 
patented, wooden interchangeable 
storm and screen sash. It is self 
storing; can be changed over ina 
jiffy from storm to screen; vibra- 
tion and tamper proof; may be 
hung with hardware in the same 
manner as the old wooden storm 
window, or attached to outside 
of window frame. It is precision 
built, and low in cost. The frame 
of the Jiffy combination storm and 
screen window is made from clear 
selected Pine stock, smoothly sand- 
ed and ready for painting to match 
outside window trim. Write Angel 
Novelty Company, Dept. AL&BPM, 
Fitchburg, Mass. 


“E-S-nail" Available as 
Concealed or Face Nail 
Elastic Stop Nut Corporation of 
America has completed arrange 
ments which will greatly enlarge 
channels of distribution for ES- 
nails, the new type of fasteners for 
attaching wood, asbestos, or as 
phalt shingles to gypsum and insu- 
lation sheathing. Builders see in 
the ES-nail opportunities to use t 
the fullest extent the economies of 
such sheathing materials; and to 
realize the benefits of reduced 
waste in sheathing and from faster 
shingle applications—in all sav- 
ings that range as high as 26 per- 
cent. The fastener is made froma 
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4” and 6” 


Diameter 





FOR FASTER DRAINAGE 
NEW PROFITS FOR YOU 


Truckloads up to 125 mile radius of 


Bowerston. Straight cars 


mixed 


with Bosco regular drain tile at car- 
load prices. Mixed with Bosco sewer 


pipe, wall coping, 


slightly higher prices. 


etc. at 


Many dealers are a!ready cashing in. 


SEND FOR FOLDER 





The alert dealer gets the business. 





4 Rows 


12” Lengths 
24” Lengths 


Perforations 








SUPERIOR FOR 


@ Foundation 
drainage 

@ Septic tank drains 

@ "Wet Spots" in 
farm drainage 

@ Athletic Fields 

© Golf Courses 

@ City Parks 

@ Tennis Courts 

@ Running Tracks, 
etc. 








BOWERSTON 


SHALE COMPANY BOWERSTON, OHIO 
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Th LAKE LUMBER CO. Ltd. 


Seles OMce: 
20201 Phicago Title & Trust Bldg., CHICAGO 2, ILL. 
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DON'T 


CARRY 


| 


CONVEY IT 


Cut handling costs — 
increase safety—reduce 
manual handling with 
conveyors. Eliminate 
those costly time wast- 
ing steps between cars, 
piles and storage 
‘sheds. Let conveyors 


provide 
and spe 










fast, low-cost 
edy handling 


of your products. 





Get complete informa- 


tion tod 









‘ 
ay — write for 


Bulletin No. AL-89. 






Standard Conveyor Company 


Gen 







eral Offices: 


North St. Paul 9, Minnesota 








RAVITY & POWER 
CONVEYORS 





Staunch, Reinforced 
DONLEY MORTAR BOX 


No rivets cr seams obstruct the worker's hoe in using these Donley 
Mortar Boxes. For the same reason they are easy to clean, so that 







old mixes do not contaminate new. Does not absorb water like 
wooden box, hence mix does not ‘'go dead." 
be mounted on brick or tile and fire built below to maintain working 
temperature. Large box may be thus used for water bath and smaller 


one inside for closer control . . 
steel, except Nos. 9 and 6, which are 16 ga. 
at perimeter promotes easier lifting. 


SIZES, DIMENSIONS AND WEIGHTS 


In cold weather can 


. Body made of one piece 14 ga. 
Reinforcing steel angle 


Note: Number of box indicates approximate cubic foot capacity. 








Order 
by Width 
No. Inches 






Length 
Inches 


Shipping 
Depth Weight 
Inches Lbs. 












31 42 
22 42 
14 36 






9 
6 


28 
24 













110 
86 
68 


70 
53 
















12 190 
12 155 
12 124 










10 
9 


79 
52 








Consult our 24-page catalog in American Lumberman Merchandiser, 
or a.copy will be sent on request. 


THE DONLEY BROTHERS CO. 


13928 Miles Avenue, 





Cleveland 5, Ohio 































strip of sheet metal, channeled at 
both ends and bent around a tri- 
angular arbor to form the head. 
The outer leg is longer, has a sharp 
point at its end, and serves as the 
driving leg. This leg sheaths and 
protects the slightly shorter inner 
leg, which operates the locking 
mechanism. During manufacture, 
a small v-shaped tab on the inner 
leg is forced into a slot in the driv- 
ing leg, thus providing the neces- 
sary hinge for the clinching, or 
locking foot. ES-nail is now man- 
ufactured in two general types: the 
concealed nail, of zinc-coated car- 
bon steel for use at nailing points 
covered by a _ succeeding shingle 
course; and the exposed type, or 
face nail, of non-rusting, stainless 
steel, for use at visible nailing 
points. Two lengths of concealed 
nails and two lengths of face nails 
in the ES-nail line fulfill require- 
ments to attach wood, asbestos, or 
asphalt shingles to gypsum and in- 
sulation sheathing. Write Elastic 
Stop Nut Corporation of America, 
Dept. AL&BPM, 2330 Vauxhall 
Road, Union, N. J. 


New Type Hi-Lift 
Telescopic Truck 


A new type Hi-Lift Telescopic 
Truck has recently been developed 
by The Moto-Truc Company. Par- 
ticularly suited to the handling and 
storage of building materials, the 
electrically operated truck is only 
33 inches from the front of the 
motor unit to the back of the forks. 
This feature gives the truck an 
extremely short turning radius and 
permits the use of narrower aisles 
than is possible with other types 
of mechanical handling equipment. 
One of the special features of this 
truck is that the motor is on an 





articulating front end that has a 
set of springs to hold the motor 
to the floor for operating over un- 
even surfaces and to give traction 
to the power unit. Controls for 
lifting, lowering, and for forward 
and reverse motion are contained in 
the handle, and any of the desired 
actions are accomplished with no 
effort on the part of the operator. 
The truck is built in heights from 
80” to 120” with capacities from 
2,000 to 4,000 pounds. Write The 
Moto-Truc Company, Dept. AL&- 
BPM, 1953 E. 59th St., Cleveland 
3, Ohio. 


"Bloxolite,"” a New 
Plastic Block 


Bloxolite, a new plastic block for 
building interior partitions, drop- 
ceilings, displays, and other decora- 





tive effects in homes, offices and 
stores is now available from Bloxo- 
lite Company of America. Weigh- 
ing slightly over one-half pound 
each, Bloxolite clear-plastic blocks 
can be installed in many places 
where heavier materials would be 
prohibitive. Translucent Blozxolite 
partitions insure privacy, yet pro- 
vide a light transmission intensity 
of 200 foot candles. Sound resist- 
ance is comparable to that of glass 
block. These plastic blocks can be 
quickly installed by carpenters, or 
by handymen. No mortar, caulk- 
ing, or adhesive of any kind is re- 
quired unless a waterproof parti- 
tion is desired. Partitions consist 
of two elements—concave ribbed, 
plastic plates, 14%” thick, 734” 
square, 144” deep; and grooved 
basswood lattice strips, 14” thick 
and 144” wide, which are notched 
at 8” intervals. Bloxolite panels are 
erected by fitting the interlocking 
lattice strips together into a frame- 
work of cells. The Bloxolite plastic 
plates, or half-blocks, are then 
pressed into the cells by hand on 
either side of the framework. The 
outer frame of the panel or open- 
ing which is to receive the Blozo- 
lite ean be made of 2” x 4” ’s, and 
the entire panel trimmed on all 


four sides with plain or fancy quar- 
ter-round mold. For descriptive 
bulletin write Bloxolite Company 
of America, Dept. AL&BPM, 706 
Penn Ave., Pittsburgh 21, Pa. 


Price Reduction on "Oncrete" 
for Concrete Coating 


Lowebco, Inc., announces that a 
reduction in the retail price of 
Oncrete coating has been made pos- 
sible by steadily increasing sales, 
Oncrete is an economical, easy-to- 
apply paint which protects, pre- 
serves, dustproofs and renders con- 
crete, moisture-repellent. Its dust 
elimination feature is a boon to 
housewives since tracking dust into 
the house from dusty concrete base- 
ments and garages, is no longer 
necessary. Oncrete covers 300 to 
600 square feet per gallon on un- 
treated surfaces depending on their 
porosity, and on previously painted 
floors, will cover approximate y 
700 square feet. Acids, frequent 
mopping, scrubbing, and _ strong 
soap suds do not affect the coating. 
Also heat resistant up to 500° F. 
Oncrete is excellent for radiators, 
boilers and hot water tanks. This 
coating may be applied to concrete 
basement floors, walls, furnace 
rooms, laundries, rumpus _ rooms, 
outdoor terraces and patios, brick 
and porous masonry exteriors, fur- 
naces, etc. Write Lowebco, Inc., 
Dept. AL&BPM, 1525 E. 53rd St., 
Chicago, IIl. 


All-Purpose Utility Helper 


The modern wheel construction 
of the Milcor Gardeneer, provides 
greater resistance to stresses and 
strains and also increases this pick- 
up cart’s load bearing capacity. 
Weight of load rests on wheels and 
is so well balanced that even a child 
can use the cart. As the name im- 
plies, it was designed principally 
for use around the home and 
garden: for carrying grass cut 
tings, leaves, fertilizer, soil, rub- 
bish, etc. However, homeowners 
soon discovered its usefulness 0 
a multitude of other jobs such as 
shopping, carrying laundry, haul- 
ing out ashes, icing bottled drinks, 
and carrying water for window 
washing. The Gardeneer is an all- 
purpose utility helper for everyoné 
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@ Hundreds of Homes Need New Chimneys 
Old homes, new homes, summer cabins, 
motels, tourist cabins, resorts—there's a 
vast ready market now. 


@ Safest Chimney Ever Built 
Underwriters’ Lab. approved in place of 
brick. FHA accepted for all fuels in 
any type home ... one or two story. 


@ Nationally Advertised 
Thousands of inquiries from our ads are 
referred to dealers. Selling literature, 
newspaper mats free. 

@ Costs 20% to 40% Less Than Brick 
Easily installed, summer or winter by 
anyone in 3 to 4 hours. Lightweight, 
needs no foundation. Suspends from 
ceiling or floor joists. A more efficient 
chimney with better draft. 


® Completely Packaged 
Easy to handie, minimum stock enables 
you to supply any | or 2 story house 
with any roof pitch. Furnished complete, 
all parts for entire installation. 


@ Liberal Discount to Dealers 
Ask your jobber about Van-Packer Chim- 
neys or write direct. 


VAN-PACKER CORP. 


134 South Clark St., Chicago 3 








EXTERIORS UNLIMITED! 


Now ... Olympic offers you five distinctive types 
of genuine red cedar prestained sidewalls. Each de- 
signed to fit a particular need . . . giving your cus- 
tomers colorful versatility in any type of architec- 
tural design: 


OLYMPIC Perfect-Fits Shakes 
OLYMPIC Texterior Siding 
OLYMPIC Handsplit Shakes 
OLYMPIC Duo-Wall Shingles 
OLYMPIC Handsplit Siding 


You can make sales on every home with one of 
Olympic’s beautiful sidewalls. Write us today for 
samples! 
West Coast Stained Shingle Co. 
1118 Leary Way, Seattle 7, Washington 














LL divisions of Canadian Forest Products Limited use 
top quality logs from our own virgin timber limits 
at Englewood and Harrison Mills, B.C. 


EBURNE SAWMILLS DIVISION 
9149 Hudson Street, Vancouver, B.C. 


Utilizing Douglas Fir, Pacific Coast Hemlock and Western 
Red Cedar for the production of Timbers, K.D., Dimension 
and ‘Boards, Finished Uppers, Car Material and Siding. 


PACIFIC VENEER & PLYWOOD DIVISION 
Foot of Braid Street, New Westminster, B.C. 


Specializing in production of *Douglas Fir Plywood, P.V. 
Brand Edge Grain Cedar Plywood and P.V. Brand Hardboard. 
*Obtainable from our affiliated company, Pacific Veneer 
and Plywood Corporation, Bellingham, Wash. 


HUNTTING-MERRITT SHINGLE DIVISION 
9110 Milton Street, Vancouver, B.C. 


Manufacturers of the world-famous Huntting-Merritt 
Brand Red Cedar Shingles, and Dri Home prestained cedar 
shakes for modern sidewall construction. 


FOR SHIPMENT TO ALL 


POINTS IN UNITED he 
STATES 
Mixed carloads of lumber, 
Plywood and shingles are t Oo R E Ss T 


made up from each of the 
Limited 


Canadian Forest Products 
Visions and the Pacific 
eneer and Plywood 


Corporation, Bellingham, 
Wash. 
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LOW-PRICED 
BUSS No. 208 


SINGLE 
SURFACE 
woop 

PLANER 
Capacity 20” x 8” 


One of a complete fine of single 
and double surface wood planers 
— all built by planer specialists. 


One look at the specifica- 

tions of this machine will 

a on! convince you that the BUSS 

No. 208 brings to the low-priced small planer field a new high 

standard of both construction and performance. It's a husky, pre- 

cision-built planer that will handle everything within its 20" x 8" 

capacity with speed and accuracy. It's ideal for the small shop, 

mill or lumber yard, complete in every detail, including fully en- 

closed motors, sectional infeed roll, sectional chipbreaker, 4 driven 

rolls, built-in knife grinding-jointing attachment and many other 

features. Available in various feed rates. Write for price and 
complete information, NOW! 


PLANER SPECIALISTS. 
BUSS 238 EIGHTH ST. 
MACHINE WORKS HOLLAND, MICHIGAN 














who has a carrying task: farmers, 
jaintors, garagemen, shopkeepers, 
nurserymen, newsboys, mechanics, 
resort owners, street vendors, etc. 
Write Inland Steel Products Com- 
pany, Dept. AL&BPM, P. O. Box 
393, Milwaukee 1, Wis. 


Eliason Automatic Template 


A new time- and labor-saving 
tool for accurate inside measure- 
ments between two walls or sur- 
faces is introduced for use by car- 
penters and craftsmen. Called the 
Eliason Automatic Template, it is 
designed primarily for measure- 
ments of stair treads and risers, 


but can be used equally as well 
by cabinetmakers, linoleum layers 
and handy men. This template 
measures from 32 to 42 inches and 
with only a slight turn of the han- 
dles instantly adjusts to accurate 
length and angle variations. Write 
Eliason Tool Co., Dept. AL&BPM, 
2117 E. 56th St., Minneapolis, 
Minn. 


Insulated Asphalt Siding— 
Shingle, Brick or Stone Design 


A high quality insulated asphalt 
siding that reduces handling and 


nailing costs is announced by 
Weatherpanel Sidings, Inc. Pro- 
duced in three basic designs, 


Weatherpanel sidings are available 
in shingle, brick or stone designs 
which closely match the size and 
appearance of the original materi- 
als. Precision shiplapped, Weath- 
erpanel’s clean edges are reported 
to assure automatic alignment, as 
well as complete insulation against 
air infiltration and effectively hide 
all joints; a new method of satura- 
tion with penetrating asphalt under 
high temperatures assures com- 
plete sealing of the core on all 
sides and edges against moisture. 
Planned size which eliminates ex- 
tra furring, makes Weatherpanel 
sidings readily applicable over 
wood siding, clapboard, shingles or 
directly over sheathing. 15” x 48” 
panels provide for nailing through 
to studs on either 16” or 24” cen- 
ters and require an even count of 
20 panels to lay-up a square; allow- 
ing accurate cost estimates. Lead- 
ing the new line is Weatherpanel 
Shinglepanel, especially designed 
for over-all beauty, color harmony 
and ease of application, minimizing 
waste. Weatherpanel Brickpanel is 


90 


i 


= 


carefully blended to appear natural- 
looking in grey-blend, red-blend or 
buff-blend. Weatherpanel Stone- 
panel is a continuous, over-all pat- 
tern that appears hand-laid and is 
made in natural quarry-stone grey 
only. For territories, catalogs, 
price lists, write Weatherpanel Sid- 
ings, Inc., Dept. AL&BPM, 285 
Chandler St., Buffalo 7, N. Y. 


Armstrong Offering Free Sample 
of +33 Glazing Compound 


Planned as an extra promotional 
push, to tie in with the company’s 
national advertising, The Arm- 
strong Company is offering a free 
sample of its #33 E-L-A-S-T-I-C 
Glazing Compound. Timed to co- 
incide with get-ready-for-winter 
home repairs, Armstrong’s adver- 
tising will point out ‘33’s” advan- 
tages over putty . how “33” 
stays elastic, does not crack, crum- 
ble or loosen over years of service. 
The compound is available in 1, 2, 
5, 10 pound and larger containers. 
Write The Armstrong Company, 
Dept. AL&BPM, 4057 S. LaSalle 
St., Chicago 9, IIl. . 


Slab Treatment Solves Floor 
Problem in Ranch-Type House 


The Standard Floor Company is 
launching a nation-wide sales and 
promotion campaign featuring 
Stafco On-Grade Sealer, announced 
as a “scientific defense against 
moisture and condensation on 
grade concrete.” This unique slab 
treatment solves the floor problem 
in the ranch type house. Linoleum, 
rubber tile, Parkay, and carpet may 
now be safely installed on grade 
concrete in contact with the ground. 
Company officials report the prod- 
uct has been tested, and proved 
practical. in hundreds of applica- 
tions throughout the country, par- 
ticularly in the south and on the 
west coast. The sealer applied 
directly to the slab, locks the slab 
surface against moisture and al- 
kali and stands vigilant guard over 












the adhesive and flooring it pro. 
tects. A normal two-coat applica- 
tion permits flooring to be laid on 
the day following the treatment of 
the slab. Waterproof adhesives and 
cutback asphalt cement will adhere 
to the sealer, according to company 
officials. They also report the sealer 
will not soften or be affected in 
any way by temperatures up to 
180°, so that it may be applied 
effectively to slabs under which 
radiant heating is employed. Write 
Standard Floor Company, Dept. 
AL&BPM, 141 Gulf Building, Pitts. 
burgh, Pa. 


“Hasko" Arch-Kor Construction 
for Hollow Flush Doors 


The new Hasko Arch-Kor flush 
door announced by the Haskelite 
Manufacturing Corporation, em- 
ploys a series of arched ribs, run- 
ning vertically within a solid lum- 
ber frame to support the face pan- 
els of the door. The ribs are of 
Ve” veneer spaced on 114” centers, 
Each rib is arched a full 2”, pro- 
viding overlapping support and an 
increased integral strength factor 
in the entire unit. The manufac- 
turer points out that this elimina- 
tion of horizontal members in con- 
tact with the face panels prevents 
any “show-through” of core con- 
struction in the finished door. 
1/10” hardwood veneers and face 
veneers of 1/20” birch are cross- 
grained and hot press resin bonded 
to the core, in order to produce a 
superior balanced construction hav- 
ing maximum resistance to warp- 
ing and buckling. Hasko Arch-Kor 
doors are available in two grades; 
unselected for color but carefully 
matched for grain, and unselected 
for color and unmatched. They are 
fitted with lock blocks along each 
edge for four-way hanging, and 
may be trimmed a full two inches 
in height and a full inch in width 
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i Pumter Dealers Sell Tae OC SPEEDS PRODUCTION!— 
Ica- 
on Tl LE RITE PLASTIC WALL TILE Made by Mfrs.of KRANE KAR CUTS HANDLING costs! 
es 
t of § thi ispl Combination Mobile Crane and Fork Truck 
and y 
ere _ sD oe It’s a MOBILE CRANE when 
any you have crane work—a FORK 
aler LIFT TRUCK when you, have 
in ae be oo > pallet loads! For crane jobs, 
to qt on : - o_o tae just fold back the forks. For 
lied _ en, fork jobs, remove the boom in 
lich "% — two minutes! (Hook on a RAM, 
rite : pT too, for coils, spools, etc.) 
pt. 5, 72, and 10 ton capacities 
tts- FORK LIFTS up to 18 ft. 
BOOM HEIGHTS to 26 ft. 
Gas or Diesel 
Solid Cushion Rubber 
ion L ip rn or Pneumatic Tires 
Efe ' Versatile LIFT-O-KRANE expedites 
Both for over the counter, pe y i. stacking, storing, loading freight cars, 
ush ap lication by the purchaser wf . trucks, etc. Handles lumber, 
lite or as a complete installation service. ah there, logs, poles, fies, co- 
om- ‘ = ~ ment blocks, pallet loads of 
brick, sheet rock, building plas- 
un- tics, pipe, etc. 
Im- SEND TODAY for INFORMATION ‘ 
-* - Let us show you how to add profitable 
0 USERS: N. Y. Sash & Door, C. W. Brownell, 
T's, volume sales -- sell other of your worth Roof Structures, Wade and Dunton, Barrett 
r0- while companion items -- all with little Timber and Dunnage, Johnson Lumber Co., 
an or no added stock investment .......eseees Hines Lumber Co., Harrellsville Lumber Co., etc. 
tor Ask for Bulletin No. 65 
‘ac- - 
na- THE TILE-RITE COMPANY aco card steett EY Ls Na Aa) 
on- 5109 Euclid Ave., Cleveland 3, Ohio whe mitosis i 
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’ For over 21 years our Company has spe- 
Ith cialized in the manufacture of Oak Floor- Lealkerbach 
ing. Our Ozark Brand Oak Fivoring is é 
made from selected stock, properly sea- ALL-PURPOSE BUILDING PAPER 


i ross-Cir i ilns. ’ 
soned in Moore Cross-Circulation Kilns Give your customers more for their building 


Our plant is modern throughout and dollar. Sell them LEATHERBACK .. . the long- 
hi k iled fibre asphalt impregnated building paper. Costs 
machine work unexcelled, far less io. standard |5 Ib. felt . . . yet it's 
- ‘ stronger, lighter in weight, and much easier to 

Ozark Brand Oak Flooring is expertly ’ handle and install. Full 500 sq. ft. roll 

graded in accordance with NOFMA grad- A ee OOF aie ot a ak ae Pn 

ing rules. ; ceptionally tough breather type sheet. 

Try Ozark Brand ° Approved by F.H.A. Ideal over wall and 

ry Uzark Bran : ; root, sheathing and sub-flooring and #3 sub- 

. 5 , rade cover under concrete floors. rite 

Ook ering “ys f or Leatherback All-Purpose Building Paper 

You'll like it. ot Ae Folder 10! and name of nearest distributor. 

ite gle oo Distributors for Leatherback now appointed 

from coast to coast. 
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THE OZARK OAK FLOORING C0 | | eS ic cael 
WY PROTECTIVE PAPERS, INC 
(Que pinion 
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from standard book sizes. 


Write 
Haskelite Manufacturing Corpora- 
tion, Dept. AL&BPM, Grand Rap- 
ids 2, Mich. 


Film Shows On-the-Job 
Truss Fabricating Techniques 


Builders of multi-unit dwelling 
projects now have an opportunity 
to follow, through motion pictures, 
actual on-the-job truss fabricating 
techniques which are permitting 
builders to reduce roof framing 
material and labor as much as 25 
percent. The Timber Engineering 
Company has just announced the 
availability, for free use by archi- 
tectural and building groups, of 
a 16 mm. motion picture covering 
the mass manufacture and assem- 
bly of 3,500 timber connector 
equipped trussed rafters used in 
the Bonhaven Apartments, Rich- 
mond, Va. The picture is a single 
reel, black and white silent film 
which requires 18 minutes for pro- 
jection. The new film depicts in 
detail the quantity production 


methods used to fabricate, assem- 
ble and erect the new low-cost 
trussed rafter which has been used 





in over 17,000 housing units in the 
last three years. The rafter itself 
is a simple, four-member assembly 
composed of standard 2x4 and 
2x 6 lumber. It is designed to cover 
spans up to 32 feet. Write Timber 
Engineering Company, Dept. AL&- 
BPM, 1319-18th St., N. W., Wash- 
ington, D. C. 


The Celotex Batt 
Type Blanket 


Addition of a new batt-type rock 
wool blanket to its line of insula- 
tion materials is announced by The 
Celotex Corporation. This improved 
paper-encased product will largely 
replace open faced batts, although 
the latter will continue to be avail- 
able. The Celotex Batt Type 
Blanket serving the _ insulation 
needs of the dealer, contractor and 
consumer, is cleaner, easier to han- 
dle and provides the proved econ- 
omy of installation in short 
lengths. Blankets are 15” x 24”, 
and 15” x 48”, and may be had in 
either full-thick or  semi-thick 
types. Mechanical changes in the 
manufacturing process have re- 
sulted in an improved rock wool 
filler that is better felted, lighter 





in weight, and more highly resili- 
ent. An eye-appealing and practical] 
tube-type package has been de- 
signed for the new product. Bright, 
clean and attractive, it lends itself 
well to display, and is readily iden- 
tified in the warehouse. Write The 
Celotex Corporation, Dept. AL&- 
BPM, 120 S. LaSalle St., Chicago 
3, Ill. 


Hardwood Flooring 
for Every Job 


When it comes to hardwood floor- 
ing, the D. L. Fair Lumber Com- 
pany reports it has a Delfair floor 
for every job: there is standard 
strip in regular grades and sizes; 
Delfair prefinished, for lasting 
floors with built-in beauty; plank 
and parquetry for charm and dis- 
tinction. For both residential and 
commercial building, Delfair pre- 
finished oak flooring is said to have 
quality and beauty. In addition to 
its tough, long-lasting finish, the 
flooring is also economical to in- 
stall. A new color folder, “When 
It Comes to Hardwood Flooring,” 
is available on request. Write D. L. 
Fair Lumber Company, Dept. AL&- 
BPM, Louisville, Miss. 







































Babe haunts the logging woods. 
COMPLETE STOCKS .. 





Ponderosa Pine White Fir 
SUSANVILLE a 





IT'S BABE, PAUL BUNYAN'S OX 


That blue shadow on the mountain side may be the Big Blue Ox, 
47 axehandles wide between the eyes. Retired by the Machine Age 


. INQUIRIES WELCOME 


PAUL BUNYAN LUMBER CO. 


Manufacturer and Distributor 
Incense Cedar 


CALIFORNIA 






TRADE MARK 





REGISTERED 























SELLING THE PRODUCTS OF 


*THE McCLOUD RIVER LUMBER 
COMPANY 
McCloud, Calif. 


*THE SHEVLIN-HIXON COMPANY 


Bend, Oregon 


*Member of the Western Pine Associa- 
tion, Portland, Oregon. 














SHEVLIN-McCLOUD LUMBER COMPANY 


{ Successors to Shevlin Pine Sales Company } 


SHEVLIN PINE 


Reg. U. S. Pat. Off. 
EXECUTIVE OFFICE 
900 First National Soo Line Building 
MINNEAPOLIS, MINNESOTA 


DISTRICT SALES OFFICES: 


NEW YORK CHICAGO SAN FRANCISCO 
Ze 1604 Graybar Bidg. 1863 LaSalle-Wacker Bidg. 1030 Monadnock Bidg. 
Pardaceta, Pine Woodwork Lexington 2-9117 Telephone CEntral 6-9182 Exbrook 2-7041 








SPECIES 


PONDEROSA PINE 
(PINUS PONDEROSA) 


SUGAR (Genuine White) PINE 
(PINUS LAMBERTIANA) 
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Lumben 
Market Analysis 


Current Statistics on 
Output and Distribution 

Lumber shipments of 420 mills reporting to the Na- 
tional Lumber Trade Barometer were 10 per cent be- 
low production for the week ending July 23, 1949. In 
the same week new orders of these mills were 4.3 per 
cent below production. Unfilled order files of the re- 
porting mills amount to 30 per cent of stocks. For 
reporting softwood mills, unfilled orders are equivalent 
to 21 days’ production at the current rate and gross 
stocks are equivalent to 67 days’ production. 

For the year-to-date, shipments of reporting identi- 
cal mills were 3 per cent above production; orders were 
3.1 per cent above production. 

Compared to the average corresponding week of 
1935-1939, production of reporting mills was 40.1 per 
cent above; shipments were 32.8 per cent above; orders 
were 37% above. Compared to the corresponding week 
in 1948, production of reporting mills was 11.7 per 
cent below; shipments were 18.3 per cent below and 
new orders were 7.5 per cent below. 


Southern Pine 

Production of the 101 mills reporting to the South- 
ern Pine Association for the week ending July 23, 1949 
produced 15,525,000 feet or 8.23 per cent below the 
three-year average for the same mills. Orders for 
the week totaled 16,518,000 feet, 6.40 per cent above 
production. Shipments at 15,436,000 feet were .57 per 
cent below production. Shipments ran 8.76 per cent 
below the three-year average. 


Western Pine 

The 103 mills reporting to the Western Pine Asso- 
ciation for the week ending July 23, 1949 cut 71,- 
026,000 feet compared with 86,947,000 feet a year ago. 
Orders for the week amounted to 67,068,000 feet or 
5.6 per cent below production. Shipments totaled 62,- 
464,000 feet or 12.1 per cent below production. Gross 
stocks at the end of the week stood at 923,799,000 feet 
and unfilled orders amounted to 194,337,000 feet. 


In the Market Centers 


KANSAS CITY—The lumber market in the South- 
west has begun to look up in recent days, with price 
steadiness developing, some increases taking place on 
common boards and a liberal inquiry noted from re- 
tailers. Wholesalers on the east side of the Missis- 
Sippi river raised prices $1 to $2 a thousand on 1 by 
6 and 1 by 8-inch boards in the past week. 

Kiln-dried boards, 1 x 8-inch are quoted at $60 to 
$65 a thousand on the west side of the Mississippi 
river; 1 x 6s at $58 to $60. On the east side, air dried 
sto ks were $2 to $3 a thousand lower. 

In the 2 x 4 dimensions the market was a shade 
easier on the west side, but stronger on the east side; 
8 to 16-foot lengths were bringing $56 and 12 to 14-foot, 
$53. There has been a liberal run on the 10-foot sizes. 
On 2 x 6s, prices on the 18 to 20-foot lengths were 
about $60. 

© ATTLE—Production: most mills followed union 
requirements and closed down for two weeks over July 
4hvlidays. A critical fire situation has been eased con- 
siderably by heavy mid-summer rains. It is believed 


Bui.pinG Propucts MERCHANDISER 


CHROMEDGE 7erorir 


G. U, S. PAT. OFF 


ss Rol sink avon 


735-TXB 


WATERPROOFING © 


A favorite of builders and mechanics! No exact scribing, 
cutting or fitting. Just ‘ ‘tap and roll” upright lip of frame 
tightly over edge of covering. Covering locks in lip with 
B & T’s famous “fish-hook grip”. Waterproofing traps assure 
tight, permanent moisture seal. 735-TXB accepts light 
standard, heavy standard or 1” coverings. Also 735-TXD 
for .030 to 1/16” plastic laminates. Sell these popular, 
profitable, proven frames. See your Chromedge distributor! 


‘The a 
& 


Typical of 
ye OMEDGE 
le rims for 
Columbus 16, Ohio J Every Need 








CONDUCTOR 
PIPE HANGER 


AVAILABLE NOW! 


Designed for easy installation and 
removal, Mid-States new Conductor 
Pipe Hangers are available now in 
any quantities. 

Galvanized sheet base can be 
attached to building with either 
screws or nails. Galvannealed wire 
loop holds pipe firmly—yet far 

. enough away from building to per- 
mit painting. 

Slentenl package of 100 to box. 
Write or wire today. 








MID-STATES STEEL & WIRE COMPANY 


CRAWFORODSVILLE, INDIANA 
















Davis Bros. Lumber -- 
DEPENDABLE QUALITY FOR 60 YEARS 





~~ oil aren onan 
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“SOUTHERN HARDWOODS / 








For more sales, order Davis Bros. fine quality 
Southern Pine — the lumber buyers have de- 
pended on for three generations. Try a mixed 
ear or truckload of 


SOUTHERN PINE 


e Dimension @ Flooring @ Drop & Bevel 
Siding @ Shiplap & CM e Interior Trim e 
Mouldings 


Can also mix in Southern Hardwoods—Elm, Ash, 
Beech, Red and Sap Gum, Red and White Oak. 


Consult us on your next requirements. 


Lumber Grade-Marked If Requested. 





yy Serving Quality Buyers tor More Than 60 Years 





ft5 4” ANSLEY: LOUISIANA 
aa 


Anything in 
West Coast Woods 


Manufacturers of: 


Mouldings 
Furniture Dimension 
. Glued-Up Stock 
Industrial Shook 
Venetian Blind Stock 
Ready-to-Assemble 
Furniture Parts 
in fact, Anything in 
West Coast Woods! 


Send us your inquiries for 


PONDEROSA PINE, SUGAR PINE, 
INCENSE CEDAR, DOUGLAS 
AND WHITE FIR 








1635 DIERKS BUILDING 
Phone Victor 4143 
Kansas City 6, Missouri 





Sawmills: Canby, Calif., and Anderson, Calif. 
Remanufacturing Plant: Klamath Falls, Oregon 
Box Factory: Alturas, Calif. 








LUMBER MARKET 








production figures for the mid-summer season will 
not be far from figures of previous years. 

Prices: have changed hardly at all with those of the 
pre-July 4th period. Kiln dried dimension is tight 
again. It is understood many dry kilns are being built 
in the Willamette Valley and that in six months or so 
dry items will be manufactured in greater quantity. 
D drop siding has been pretty well cleaned up. Cutting 
is in poor demand but dimension has a good call. Many 
mills have been able to clean up on surplus items, 
Much of the trading indicates a price point can be 
reached which will interest people. Dimension in 
random lengths and 2 and Btr. bring $43-$44, and 
specified lengths up to $48. There is a spread of $10 
between many of the large and small mills in most 
items. The range in upper items is from $125 to $165 
for 5/4 vertical grain flooring. Low grade items, 
particularly D move at $55-$80. Boards run about 
the same as dimension. Dry dimension carries a pre 
mium of about $10 over green. 


TACOMA—Quiet continues to be the predominant 
characteristic of the lumber market in this area. In- 
quiries are abundant, but buying definitely is off. 
Production is holding up, but for the most part the 
output is going to build up reserves against increased 
demands anticipated in weeks to come. Important 
locally was announcement here this week by directors 
of the Oregon-Washington Plywood Company, one of 
the larger producers here, that the company’s Tacoma 
plant would be dismantled and the equipment would 
be moved to Garibaldi, Ore., where the company has 
another plant. Greater efficiency and economy in 
operation was given as the reason for the move, as 
the company has large timber holdings in the Tilla- 
mook, Ore., district. With utilization of the equip- 
ment to be transferred from here, company officials 
said that the enlarged Garibaldi plant will produce in 
excess of 60 million feet on an annual basis. 


BALTIMORE—Lower trends in Southern pine and 
West Coast fir still prevail, a checkup with Baltimore 
lumber dealers reveals. 

While some yard owners say they see a stabilizing 
tendency, a comparison with quotations of a month 
ago reveals a lower range on both types of cheap con- 
struction lumber. 

Southern pine on the average is below $60 per M, 
down a dollar or two. Wholesale delivered prices on 
fir are around $74 to $76, off $2 to $3 from a few 
weeks ago. 

Here is one dealer’s report on Southern pine, No. 2 
common and better: 2 x 4 x 8, $52; 2 x 4 x 10 to 12, 
$52; 2x 4x 14 to 16, $55; 2 x 6 x 8 to 12, $52; and 
14 to 16, $55; 2x 8x 10 and 12, $55, and 14 to 16, $60; 
2x 10x 8 to 12, $65; and 14 to 16, $70. 

Air dried roofers’ range is now around $63 to $68 
per M at different yards. 

No. 1 common fir, with a mixture of 15 to 20 per cent 
No. 2, is being delivered here for $74 for random 


‘length material, and around $7 for specified lengths. 


Offerings on Southern pine flooring recently have 
been $122.50 for 1 x 4 B and Better kiln dried, with 
C grade at $112.50. 

In the hardwood division, best grade stock is still 
scarce, and the lower grades in supply. Prices of the 
latter are off; those on superior stock still high, and 
little prospect of a change. 
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The Plywood of Sculptured Beauty 
BRINGS YOU EASIER SALES... and PROFITS 


PLYTEX is the beautiful new plywood paneling Available now in 1/4" Fir in 3' x 6', 4' x 6', 7', 8" 
that is taking the country by storm! Its low cost and 9 sizes in interior and exterior grades. Red- 
and three dimensional beauty plus ease of instal- wood PLYTEX available in 1/4"—4' x 8' panels. 
lation . . . all backed by a strong 4 fold sales Send for FREE samples, prices and details of the 
program ... make it a natural for every lumber profit building 4 fold sales program. 


‘PLYTEX CORPORATION 


1440 Willow Street 12555 Berea Road 
Chicago 22, Ill. Cleveland, Ohio 
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Al Clements Damber Co. 


MANUFACTURERS & WHOLESALERS ¢ DOUGLAS FIR LUMBER 


Industrial and Housing Materials 


EUGENE, OREGON P. O. BOX 908 PHONE 5640 TWX NO. EG 49 


1-0, ye 


PONDEROSA PINE 
CALIFORNIA SUGAR PINE 
WESTERN WHITE SPRUCE =—«-@/ty Lumber 


Cut Stock — Mouldings Industrial Box Shook for 61 Years 


WINTON LUMBER SALES CO., Yoeday “7ower. MINNEAPOLIS 2, MINN. 








ORDER NOW 
: at aes 7 . THE MEADOW RIVER 
SECOND GRADE LUMBER CO. 
MAPLE FLOORING inti 


Real value flooring for industrial installa- 


tions or heavy traffic floors. Unsurpassed Manufacturers of 
for durability. Our usual dependable 


manufacture. Prompt shipment West Virginia Hardwoods 


Save 10 to 30% with Third Grade Maple 
Flooring. Immediate Shipment. 


J. W. WELLS LUMBER CO. Rainelle, W. Va. 


MENOMINEE + MICHIGAN 
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for LUMBER 
and PLYWOOD 


Now you can ship via St. Louis at 
through rates with a short stop-over 
for Protexol*-treatment. Your lumber 
is made fire—rot—and vermin-resistant 
at new low cost under the treat-in- 
transit rates newly effective in St. 
Louis. 


low stop 
cost service 


for Protexol*-impregnation .. . kiln 
drying . . and fabricating at the 
Mid-West’s finest plant, Fox Brothers 
Manufacturing Co., leaders for 75 years 
in custom-built millwork. 


Increase the value of your lumber and 
wood products en route... phone, 
wire or write 


*Listed by Underwriter’s Laboratories 


Lol,» 


St. Louis, Mo.@ 


2701 Sidney 
eeeeneee#t8 © @ @ @ @ 





FOX MADE 








“The SYMBOL of 
FINE INSULATION 
for HOME and INDUSTRY” 


BUILDING WHOLESALERS 
and LUMBER DEALERS ... 


you will be proud to handle this dis- 
tinctive line of insulation products— 


FULL-THICK BATTS 
SEMI-THICK BATTS 
BLANKETS 
POURING WOOL 
LOOSE WOOL 


Available in straight or mixed truckloads 
or carload shipments. 


All our products made from a choice 
blend of minerals, tried and proven for 
over 75 years! 


“Keeps Heat where it belongs” 


UNITED STATES MINERAL WOOL COMPANY 
South Milwaukee, Wis. Stanhope, N. J. 
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Templates Shipped to 100 
Johber-Distributors 


Templates to aid in the precision 
assembly of Andersen Casement win- 
dow units have been shipped to nearly 
100 jobber-distributors by the Andeér- 
sen Corporation, Bayport, Minn. 

The templates will make easier the 
precise placement of hardware, and 
accurate and speedy assembly of the 
units. Andersen jobbers are leading 
millwork distributors in all sections 
of the United States except the 
West Coast. In manufacturing pre- 
cision wood window units like the 
casement window, tolerances are fig- 
ured very close to provide superior 
weathertightness and ease of opera- 
tion. 


New L. B. Foster Warehouse 
Opened in Houston 


The L. B. Foster Company, steel 
concern of Pittsburgh, Pa., recently 
opened its new, $150,000 plant at 
Houston, Tex. The plant has complete 
facilities to handle steel rails and 
steel products on its 12 acre site in 
the Burchfield industrial district of 
Houston. Cost of erecting the build- 
ings, plus the real estate cost for the 
‘land, brought the company’s invest- 
ment in this plant to $186,000. 

The establishment of the L. B. 
Foster plant made it the company’s 
first in the Southwest area. The Hous- 
ton plant will serve the Southwest 


VYlames in the News 


district comprising 12 states, accord- 
ing to Jerome B. Strauss, manager of 
the Southwest division of the com- 
pany. Mr. Strauss pointed out that an 
office had been maintained in Houston 
for some time but that the company 
had been using a leased tract of land 
for storage space on the Houston 
ship channel. 

The main products handled by the 
Houston warehouse are pipe, casing, 
rails, track accessories, interlocking 
steel sheet piling and _ interlocking 
light-weight corrugated piling, and 
wire rope. 


Sale of Pond Lumber 
Company Announced 


The sale of The Pond Lumber Com- 
pany located in Conneaut, Ohio, to 
its new owner, Donald R. Bly, was re- 
cently announced by President Floyd 
L. Marsh. According to Mr. Bly, who 
is active in a number of business 
enterprises, the company will con- 
tinue to operate under its long-estab- 
lished name, engaging in the general 
retail lumber business and all allied 
operations. 

Mr. Marsh will remain with Mr. 
Bly in an advisory capacity. He joined 
the firm in 1901 as a mill hand, and 
was elected a vice-president while 
still in his 20’s. Later he was made 
president and general manager. John 
Moran, formerly of Fredonia, N. Y., 
is the company’s new manager. 































Distributors’ Advertising and Sales Promotion Committee 


PROVIDING ADVICE and suggestions for the promotion of Youngstown Kitchens 
in 1950, the Distributors’ Advertising and Sales Promotion Committee met with execu- 
tives of Mullins Manufacturing Corporation in Warren, Ohio on June 14. Posing for 
their pictures here are George E. Whitlock, Mullins’ president; Warren. Hartwell, 
sales co-ordinator of Marshall-Wells Co., Duluth; J. Trevor Peirce, vice-president of 
Peirce-Phelps, Inc., Philadelphia; John McGregor, president of McGregor’s Inc., 
Memphis; B. A. Davidson, vice-president of Youngstown Div. of The Sampson Co., 
Chicago; W. W. Townley, vice-president, Townley Metal and Hardware Co., Kansas 
City; Leverett Putman, Youngstown kitchen manager, The Schwander Co., St. Louis; 
Charles S. Martin, president, Charles S. Martin Co., Atlanta; and A. I. Besserman, 
treasurer, Weiss & Besserman, Inc.. New York City. The group speaks for al! of 
Youngstown’s 64 distributors. Marshall Adams is Mullins’ advertising and sales pro- 


motion manager. 
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Better Than Ever SERVICE 
In keeping with its long established 
policy to maintain productive equipment 
at the highest level of efficiency, Urania 
has recently expanded its planing mill 
facilities, enlarged its hardwood flooring 
unit, added new mechanical handling 


equipment and made many other im- 
provements. 







































































Result: Urania is better equipped than 
ever to provide you with prompt, satis- 
factory service. 














Mixed Cars a Specialty, 
Including Urania Hardwood Flooring. 









































































LaBelle DOORKNOB 


LOCK 


GIVES YOUR 
CUSTOMERS 


Extra Value 


| ATNO 
EXTRA COST 


The LaBelle Doorknob Lock, for mod- 
ernizing any door that has or needs 
a lock or latch, now comes equipped with a handsomely designed rose 
plate that assures proper fit and improves the beauty of the final 
installction. No extra charge for this extra feature—just extra sales 
ppeal! LaBelle has a tumbler cylinder lock built into the outer knob, 
which spins freely when locked. LaBelles can be standard-keyed, 
master-keyed or keyed alike. Unusually low in price. Five attractive 
finishes make LaBelle ideal for new building or remodeling projects, 
large or small. 








Order from your jobber or write direct. 


La Belle 


INDUSTRIES, INC. 


OCONOMOWOC WISCONSIN 


To Help You Sell. . . 

“ “use-it-yourself’ counter 
display, supplied at no extra 
charge with your initial ship- 
ment of one dozen LaBelles. 
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New Low Prices! 


BIRCH LUMBER (Carloads) 


4/4 No. 1 Com. & Btr. 
4/4 Selects $170 per M’ b.m. + 
4/4 FAS $195 per M’ b.m. 


Above prices FOB mill, duty paid. All Birch lumber 
carries National Hardwood Lumber Assn. certificate of 
grade and fally. 


BIRCH PLYWOOD* (Carloads) 


1/4” —48"x96" grade A-3, $180 per M sq. ft. 
1/4” —48"x84" grade A-3, $162 per M sq. ft. 
1/4” —48"x96" grade 2-3, $152.50 per M sq. ft. 
1/4” —48"x84" grade 2-3, $137 per M sq. ft. 
3/16"—48"x96" grade A-3, $152 per M sq. ft. 
3/16”—48"x84" grade A-3, $134 per M sq. ft. 
3/16”—48"x96" grade 2-3, $129 per M sq. ft. 
3/16"—48"x84" grade 2-3, $111 per M sq. ft. 


Above prices FOB mill, duty paid. All Birch plywood phenolic 
glued—meets Standard CS 35-47 Bureau of Standards specifications. 


$115 per M’ b.m. 











*Other thicknesses at low prices. 











BIRCH PLYWOOD Cut to Your "Specs" at comparable 


prices. 


W. R. BRAUND COMPANY 


U. S. Mill Representatives: Bellerive Veneer & Plywoods, Ltd. 


(Herculite Brand) 
Suite 214, Dept. CD, Wabeek Bldg., Birmingham, Michigan 
Telephone 5022 TWX Birmingham 500 

















W Lam (0, Aoupyoee 
CUPBOARD DOORS 


¥, INCH 
UNSELECTED 


Birch 
SIZES 

WIDTHS: 12” to 24” 
in 2” steps 

12” te 12” 
in 2” steps 
* 

© 1/8” 3 PLY FACE 
PANELS 










LENGTHS: 


@ UREA RESIN HOT 
PRESS BONDED 


@2” STILES AND 
RAILS TO PER- 
MIT TRIMMING 


* 


WARRANTY 


Wi-Lam-Co _Hollow- 
core Doors are Warranted for 
one year to stay flat to 1/16” for each fost or 
fraction of length provided that they are stored in a 
flat pile in a dry room and that any necessary trim- 
ming is done equally from each edge and that both sides 
are finished identically. A new door blank will be fur- 
nished at no charge if any Hollowcore door does not fulfill 
our warranty. 


WISCONSIN ~“Zmesccadereg COMPANY 


N,4 WISCONSIN 
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Eagle Lumber Dealers Supply 
Co. Opens Warehouse in Lima 

The Eagle Lumber Dealers Supply 
Co. of Ohio, Inc., has opened a waré- 
house at 455 East Murphy St., in 
Lima, Ohio, for the sole purpose of 
serving the retail dealer in the vicini- 
ty. The first unit of buildings has 
been completed, and merchandise is 
being assembled. A full line of mill 
work, moldings, roofing, glass, metal 
goods, bevel siding, hardwood floor- 
ing, long dimension, timbers, and 
many other items will be carried for 
immediate pick up by the dealers. 

Carl Blanken of Lima, well known 
in the locality, has been appointed 
manager. J. R. Hedberg of Oak Park, 
Ill., is president; C. O. Taylor of Gas 
City, Ind., vice-president; and P. E. 
McGill of Fort Wayne, Ind., is sec- 
retary. 


Strand All-Steel Garage Door 
Sales Up 20% 


Sales of Strand all-steel garage 
doors for the first six months of 1949 
exceed the same period of 1948 by 
more than 20%, it is reported by 
Harry E. Heseltine, manager of the 
Strand Garage Door Division of De- 
troit Steel Products Co., Detroit, 
Mich. 

The Strand firm produces two types 
of all-steel single garage doors for 
8’x7’ opening, and a double garage 
door for 16’x7’ opening. The single 
doors—which are provided in either 


canopy or track type—are one piece 
doors complete with packaged hard- 
ware; while the double door comes in 
two all-steel door leaves with a chan- 
nel for joining them into one continu- 
ous double door. 


Factors in building popularity for 
the Strand product have been the 
strength and durability of steel, gen- 
erally recognized and appreciated by 
the buying public, according to Mr. 
Heseltine. Also the fact that the 
doors are quick and easy to install, 
and do not require a factory trained 
installer for erection. 


Southern States to Handle 
Reynolds Building Products 


Reynolds Metals Company, Rich- 
mond, Va., has entered into an agree- 
ment with Southern States Iron and 
Roofing Co., Savannah, Ga., to in- 
crease the distribution and sales of 
Reynolds aluminum building products 
in the South. The agreement was re- 
vealed jointly by R. S. Reynolds, Jr., 
president of Reynolds Metals, and 
F. 0. Wahlstrom, president of the 
roofing firm, the largest independent 
aluminum roofing distributor in the 
United States. 


In making the announcement, Mr. 
Reynolds said that Southern States 
has built up a $14,000,000 annual 
business over the past 34 years, and 
their extensive sales organization will 
be able to make Reynolds aluminum 
building products available to every 





Sell them 


HIGGINS BONDED 
HARDWOOD FLOORS 


It's the Profit Line for '49 


Here is a beautiful, long-wearing 
hardwood flooring that gives the 
homeowner all the beauty of fac- 
tory-finished and waxed oak block 
floors, at less than the cost of sub- 
stitute flooring! The cross-laminat- 
ed, bonded hardwood panels are 
many times stronger than conven- 
tional oak block flooring. Each is 
fully tonqued and grooved, easy to 
lay by blind nailing or in adhesives, 
and will not warp or buckle. Each 
square is fully impregnated against 
rot and vermin. 


In short, here is a new and very 
profitable answer to the problem 
of lifetime customer satisfaction 
—at lower cost. Write for informa: 
tion. 


Beautiful Oak Surfaces 9 Square 
Waxed Ready To Lay 
NATIONALLY ADVERTISED 


= 
INCORPORATED 


- 
WEW ORLEANS 





Salesmen and flooring contractors—e 
few good territories are still open 
WRITE US 


farmer and industrialist in the South, 

As part of the agreement, Mr. 
Reynolds has taken a six months op- 
tion to acquire 51 percent of the com- 
mon stock of the distributing com- 
pany. Present management will con- 
tinue under the new set-up. 

In addition to general offices, a fab- 
ricating plant and distribution ware- 
house in Savannah, Southern States 
operates branches at New Orleans, 
Birmingham, Hattiesburg, Miss., Ra- 
leigh, Nashville, Columbia, S. C., Jack- 
sonville and Orlando, Fla., and Al- 
bany, Ga. 


Purdue Honors Fiberglas 
Research Director 

Games Slayter, vice-president and 
research director of Owens-Corning 
Fiberglas Corporation, received the 
honorary doctor of engineering de- 





PRESIDENT Frederick L. Hovde (right) 
congratulates Mr. Slayter as Professor 
R. Norris Shreve, head of Purdue’s 
School of Chemical and Metallurgical 
Engineering, adjusts the orange-lined 
hood symbolizing the degree. 


gree from Purdue University at his 
alma mater’s 91st commencement ex- 
ercises in Lafayette, Ind. 

Mr. Slayter, who directs the Fiber- 
glas Research Laboratories in New- 
ark, Ohio, was a 1921 Purdue gradu- 
ate. He was cited for the doctor’s 
degree by Professor Shreve as “a cre- 
ative scientist and distinguished re- 
search engineer from whose talents 
and vision have come new enterprises 
advancing our industrial economy.” 
Mr. Slayter has been vice-president 
and research director of Owens-Corn- 
ing Fiberglas Corporation since that 
company was founded in 1938, and 
during the seven years prior to that 
time he originated and directed the 
development programs that resulted 
in production of Fiberglas products 
on a commercial basis. 


Merit Awards for "Excellent 
Promotional Material" 


In the first Product Literature 
Competition sponsored jointly by the 
Producers’ Council, Inc., and the 
American Institute of Architects, 4 
Certificate of Merit was presented to 
the Portland Cement Association for 
its booklet “Design and Control of 
Concrete Mixtures.” Similar awards 
of certificates for “excellent promo- 
tional material’ went to the Pitts- 
burgh Plate Glass Co., Yale & Towne, 
the Gypsum Association, the National 
Mineral Wool Association and the In- 
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Attention Dealers!/ 
| | NEW LOWER 
| |) o Brass PRICES 
} | e Aluminum 
j 5 e Bronze ew Newman non-ferrous metal 
TT ba © Stainless steel products NOW at- lower 
( g Drices to assure you bigger 
i! . profits. 

I | 

I 


TODAY—WRITE ... for 
file data, prices, discounts. 


i Positively no obligation. 


i 1t J 
i” also 


| unexcelled quality 
| GRILLES e ROPE 


r OORS 
| Waiecreasces e «=| NEWMAN 
/| KICK PLATES e i 


;; THRESHOLDS e 
{ PUSH AND PULL 


iBROS., Inc. 
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Protection Products Mfa. Co. 


Research Laboratory and Plant KALAMAZOO, MICH. 
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Vital Cartridges are filled by 








Caulking Guns and Spouted Cartridges 


| VITAL PRODUCTS MFG. CO. ctevetann 4, OHIO 7 


precision-engineered 


leading caulk makers and supplied by dealers 
~ 7500 QUINCY AVE. 
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'ROOFERS — FARMERS — BUILDERS ‘ 
All Vote The 


ercwttte NAILS 


AS FIRST IN STAYING POWER 


Best way to judge SCREWTITE ALUMINUM NAILS is to 
ask the men who use them. They all! swear by the superior 
screw shank, the capable neoprene washer which seals 
the aluminum roof solid and dry. 


Here's why they like it: 
@STAYS IN 
®SEALS TIGHT 


on «6 @ LONG LIFE OF SERVICE 
Ma 4@ STRENGTHENS STRUCTURE 





















A postcard request will 
bring free samples of 
the SCREWTITE NAILS. 









Corners for bevel wood siding 
made of aluminum—can't rust, rot 
or deteriorate. So constructed as 
to eliminate splitting of siding. 
Two small nails are furnished with 
each corner and holes provided to 
fasten bottom by nailing through 
base of corner into lower edge of 
siding board. Top nails are con- 
cealed by next course of siding. 
Available for 6", 8" and 10" 
siding. 


leh TT OV N a Vonall ti lometon 
= 211 South Main Street, Kokomo, Ind. 
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DING Propucts MERCHANDISER. 








TO ALL 


QUICKSEAL... 


We must consider the sub- 
stantial quality and reliabil- 
ity of all products that we 
sell to all our customers. 
We must be assured we 
are not paying on a huge 


Standard Dry 











Here’s what you're looking for 


WATERPLUG... to stop the leaks. 
THOROSEAL... to fill & seal the surface. 


DEALERS 
2 


for a beautiful finish. 


promotion cost on our 
purchases. 

We must recommend the 
Thoro System Products to 
our trade, because they 
have proven their substan- 


tial quality and low cost. 


Wall Products 


BOX X. NEW EAGLE, PENNSYLVANIA 
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stitute of Boiler & Radiator Manutac- 
turers. 

The major purpose of the com- 
petition according to Bayne A. 
Sparks, director of Industry Rela- 
tions for the Producers’ Council, is 
“to help stimulate better and more 
technical data for architects from 
manufacturers of building products.” 


Texas Lumbermen Will Meet 
In San Francisco 


The Lumbermen’s Association of 
Texas with headquarters in Houston, 
has scheduled its national meeting 
for San Francisco, November 6-10 
inclusive. 

Announcement has also been made 
that Vincent Ogletree, a young G. I. 
bombardier, with 33 missions, and 
some three years of successful yard 
experience, will be retained as the 
association’s special representative. 


Michigan Salesmen to Hold 
Picnic, September 10 


The Michigan Association of the 
Traveling Lumber and Sash and Door 
Salesmen will hold its Frankenmuth 
Picnic and Chicken Dinner, September 
10, at Frankenmuth, Mich. Since the 
inception of this meeting dates back 
to about 1928, the membership really 
considers it a tradition. 

The association’s Meadowbrook 
Golf & Country Club meeting, held 
the latter part of June, was attended 
by 60 lumbermen and their friends. 
On July 22, about 62 members met 
at the Bay City Country Club in 
Bay City, Mich. for the association’s 
third annual meeting. There was a 
large turnout, August 2, at the Or- 
chard Lake Golf & Country Club 
located in Oakland County, Mich. The 
club offered tennis, swimming, boat- 
ing and even fishing, in addition to 
golf. 


Obituaries 


Moshier Green Colpetzer, 72, chair- 
man of the board of directors of The 
Chicago Lumber Company of Omaha, 
Neb., died from a heart attack July 
19. He headed the company since 
1916 when he succeeded his father, 
Frank Colpetzer, the founder. 


Thomas M. Ralston, #22734, Sec- 
retary-treasurer of the Hoo-Hoo Club 
of New York, and Supreme Gurdon 
in Jurisdiction Number One, passed 
away July 31 in the Bronxville Hos- 
pital. An active and ardent supporter 
of Hoo-Hoo, Tom’s going will be sin- 
cerely mourned. 


John F. Barnes, president and gen- 
eral manager of the W. F. and J. F. 
Barnes Lumber Co. died suddenly at 
his home July 22. He was 61. Better 
known as Johnny Barnes to lumber- 
men, sportsmen and cattlemen all 
over the west, Mr. Barnes headed an 
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Members of Armstrong Cork Building Materials Policy Committce 


Members of the 1949 Armstrong 
Cork Company Building Materials Di- 
vision Policy Committee are shown 
here at the first session of the year at 
the Armstrong General Office in Lan- 
caster, Pa. The wholesaler representa- 
tives were elected by fellow whole- 
salers at the Armstrong Building Ma- 
terials Convention in May. Among 
the subjects discussed at the meeting 
were quality, packaging, range of 


sagpenesens = 





items, literature, sampling, and other 
topics of mutual interest. 

The Policy Committee, unique in 
the building materials field, was es- 
tablished in 1948 for the purpose of 
building and maintaining a firm 
wholesaler-manufacturer relationship 
through joint discussion and solution 
of building materials manufacturing, 
marketing, and merchandising prob- 
lems. 


Ae cea a 


LEFT TO RIGHT, standing: W. B. Johnson, of the Delmarva Sash & Door Co. 
Lancaster, Pa., of the North Atlantic Section; R. K. Becker, of the Ohio Valley Hard- 
ware and Roofing Co., Evansville, Ind., of the Central Section; H. R. Peck, vice-presi- 
dent and general manager of Armstrong’s Building Materials Division; P. L. Ullom, 
of the Sweetwater Sash & Door Co., Sweetwater, Tex., of the Southern Section; and 
J. O. Sampson, assistant manager of Armstrong’s Lumber Dealer Products Department. 
Left to right, sitting: Miss Alice Johnson, Armstrong secretary; J. V. Jones, chairman 
of the committee and manager of Armstrong’s Lumber Dealer Products Department; 
R. L. Bardwell, of the Bardwell-Rebinson Co., Fargo, N. D., of the Western Section; 
and F. B. Menger. Armstrong general production manager. 





extensive lumber and building ma- 
terial firm with 26 affiliated branches 
and also found time for hunting, 
cattle-raising, aviation and _ travel. 
About 1908 he accepted the manager- 
ship of a retail lumber yard at Lam- 
pasas, Tex., after a strenuous saw- 
mill apprenticeship in Louisiana to 
learn the business. In 1912 he joined 
his father, W. F. Barnes, in founding 
the lumber company that now bears 
their names. The general offices were 
moved to Waco in 1917 and a year 
later the elder Barnes passed away. 
Because of his father’s health, John 
Barnes almost from the start, was 
the active head of the company. 


Clarence L. Babcock, 78, well- 
known industry personality, passed 
away at his home in Punta Gorda, 
Florida, on July 2 following a long 
illness. For many years he was vice- 
president of the Babcock Lumber 
Company and active in their opera- 
tions at Waverly and Davis, West 
Virginia, and Ashtola, Pa. Later he 
was general manager of their sawmill 
and logging operations at Tellico 
River Lumber Company, _ Tellico 
Plains, Tenn., and Babcock Lumber 


& Land Company, Alcoa, Tenn., which 
plant was built under his supervision. 
Mr. Babcock retired to Punta Gorda 
some 25 years ago but supervised the 
Babcock-Florida Company lumber and 
cattle interests there until recently. 
A son, Robert P., is vice-president 
of Babcock Lumber Company. 


John C. Koenen, president of the 
Mayfair Lumber Company and direc- 
tor of the Lumber Trade Association 
of Cook County, passed away in 
Evanston, on May 16. Born in Ran- 
dolph County, Ill., Mr. Koenen came 
to Chicago in 1906 and started in the 
lumber business with The Burns Lum- 
ber Co. at Chicago & Halsted Sts. 
Later, he was transferred to their 
branch, the North Side Lumber & 
Timber Co. In 1927, Mr. Koenen be- 
came associated with Frank J. Burns 
Lumber Co. at 4400 W. Division St.; 
in 1929, he joined the Mayfair Lum- 
ber Company of which he was presi- 
dent at the time of his death. For 
many years Mr. Koenen served on the 
board of directors of the Lumber 
Trade Association of Cook County, 
and, in 1948 was elected to the office 
of president. 
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